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Transistor Radios— 
View From Japan 


The Japanese aren’t worried about the slide 
prices took in the U.S. Why? Because they 
feel the quota is really starting to work 
and prices will begin to climb as Ameri- 
can dealers scramble for more radios for 
Christmas. see page 2 


To Hawaii And Sales 


Gibson, armed with a new line and high 
hopes, banks on a Hawaiian hula and a jet 
airlift to get its dealers in a good (buying) 
mood for the fall. see page 3 


Stereo Radio Sets 
May Look Like This 


When a multiplexing standard is set by 
the FCC, manufacturers will scramble to 
get the first sets into the showrooms. Here 
are some artist’s sketches, based on engi- 
neering requirements, of what table models 
may look like. see page 8 


RCA’s New Approach 


RCA Sales’ move to Indiana means tighter 
control and a more competitive position in 
the industry, distributors are told at their 
convention. see page 3 


The Sound And Fury 
But No Big Surprise 


For a while it looked as if the gas vs. elec- 
tricity battle in California would bring a 
significant ruling on utilities’ right to ad- 
vertise at ratepayers’ expense. But the PUC 
slapped its staff's wrist, and the utility 
won. see page 6 
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FOR AIR CONDITIONERS... 


Ivs 1961 Already 


And beginning right now manufacturers and distributors 
will begin knocking on your door with a hatfull of deals on 
the 1961 lines. For what you should know to buy right this 
faii—the trends, the market, comparisons—turn to page 8. 
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Japan’s View: 


Quota Working 


The dive taken by transistor 
radio prices in the United 
States doesn’t look quite so 
serious to the Japanese as it 
did only a month or so ago 


Big reason for optimism accord- 
ing to Yozo Ishizuka, managing di- 
rector of Japana Electronic Industry 
Assn., is the quota system which is 
clearing out the inventory glut in 
the U.S. 


“We are not worried,” explained 
Ishizuka to McGraw-Hill World 
News’ Tokyo Bureau,“because prices 
have hit bottom and are turning 
upward and the quota system now 
is really working.” 

Ishizuka, who predicts prices will 
climb toward the end of the year, 
figures transistor radio inventories 
in the U. S. will hit the lowest point 
“around September” when Ameri- 
can dealers scrounge for more ra- 
dios to sell during the Christmas 
holidays. 


“We’re in short supply of certain 
types right now,” said Morris Feld- 
man of Shriro, Inc., and vice pres- 
ident of the American Radio Im- 
porters Assn. “Initially, we felt the 
quota (approximately 4 million ra- 
dios) would be ineffective because 
it was too high. Now, it seems the 
quota is inadequate.” 

Although Feldman felt sure 
dealer demand for transistor radios 
would climb as fall approached, he 
could foresee only an indirect price 
increase. 

The people who sold radios at 
rediculous prices won’t have the 
merchandise, he reasoned, so dealers 
will have to turn to the standard 
importers who tried to hold the 
price line. Consequently, the dealer 
will have to pay more to get the 
goods. 

Right now, the Japana Electronic 
Industry Assn. is working on an 
emergency program urging major 
manufacturers to stay out of cheap- 
er models—below six transistors— 
and concentrate on high-grade 
FM transistor radios. 


Ishizuka also hopes current inspec- 
tion regulations can be revised so 
that regular transistor radios would 
be graded in three classes as another 
part of the association’s attempt to 
get manufacturers to produce higher 
quality sets. 





Westinghouse Announces 
Money-Back Guarantee 


If consumers are dissatisfied with 
four Westinghouse new automatic 
washers, they can get their money 
back. 

Believed to be the first money- 
back guarantee offer by a nationally 
advertised major appliance brand, 
the promotion will be advertised 
across the country in publications, 
TV and radio, beginning this week. 
The offer, however, is optional to 
each Westinghouse dealer. It was 
tested for six weeks in two cities, 
increasing volume. And no 
washers had been reported returned. 

The offer applies to Models LAB, 
LBB, LCB and LGB. Refunds are 
made if requested within 15 days of 
installation. Offer expires Dec. 31. 


sales 
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: My Ute 
Poles See Whirlpool’s Future Kitchen 


WONDER WREATHS THE FACES of this Polish rural family as they enter 
Whirlpool’s Miracle Kitchen of the Future exhibition at the International 
Trade Fair at Poznan, Poland. Exhibit is at Zagreb, Yugoslavia, this month. 








Furniture Sells In ’60 


Unlike the appliance-TV busi- 
ness, furniture has been doing 
well this year, but some soft- 
ness is seen in the industry 


In convention in Chicago, the 
National Furniture Manufacturers 
Assn. turned loose the heartening 
results of their latest ““How’s Busi- 
ness?” survey. Of 241 manufactur- 
ers, 222 say the industry will do 
better in the last half than the first, 
and in any event; will come out 
about 5% ahead of 1959. 


They’re backing their convictions 
with cash: No reductions in ad 
budgets were reported, while a third 
of the companies are increasing 
sales budgets this year. 

However, the group was realistic 
in these regards: Present conditions 
do not indicate any possible price 
rise; unfilled orders are down some- 
what, and the average work week 
is down about 1% hours. 


NAFM squarely faced some in- 
dustry problems, or rather, NAFM 
President Harold Sprunger did so 
in his progress report. Sprunger 
wants: A federation of furniture as- 
sociations, a market research foun- 
dation, a conference on distribution, 
consumer educational efforts, an in- 
dustry-wide test laboratory, an 
evaluation of costs of regional mar- 
kets, annual public style shows, en- 
couragement of new designers and 
a full-scale public relations pro- 
gram. 


Sprunger added punch to the public 
relations decision by announcing 
that NAFM regretfully is withdraw- 
ing from sponsorship of the Home 
Furnishings Industry Council. The 
reason: HFIC has a maximum pos- 
sible 1961 budget of $60,000-$70,- 
000 and NAFM thinks it would take 
a minimum of $250,000, an amount 
which apparently is unobtainable 
now although it is only a 10th of 1% 
of total industry sales. 





Minimum Wage War Cry: 
‘Wait Until Next Year’ 


Big retailers breathed easier last 
week. The bills which would end 
their prized exemption from the 
minimum wage laws were dead, vic- 
tims of the intra-party infighting of 
the pre-election Congress. 

But the battle against the retail 
exemption wasn’t over. The fight in 
the House-Senate conference com- 
mittee showed clearly that the “lib- 
erals” in both parties had made the 
exemption of retail stores an article 
of faith. They would be back when 
the new Congress convenes in Jan. 

Bringing more employees under 
minimum wage and hour legislation 
was the major issue. It was far more 
important than the question of 
whether the present minimum wage 
of $1 an hour should be raised to 
the $1.25 proposed by the Senate or 
the $1.15 approved by the House. 

Real stumbling block was that 
old political bogey: The meaning of 





“interstate commerce,” regulation 
of which is constitutionally the priv- 
ilege of the federal government, not 
the governments of the states. 

The Senate bill, introduced by 
Sen. John F. Kennedy, said that 
grossing $1 million in sales brought 
a retailer under the federal mini- 
mum wage law even without sales 
across state line. The House bill 
covered only retailers obviously in 
interstate commerce by having five 
or more outlets in more than. one 
state. 

Compromises offered by the Sen- 
ate tenaciously insisted on the prin- 
ciple that a big gross should mean 
federal regulation. And the House 
hewed stubbornly to the principle 
of ‘‘obvious” interstate operations. 

Hopelessly deadlocked, the House- 
Senate conference committee  ad- 
journed. But the retail minimum 
wage battle lines were drawn. 
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No More Gross, 
Says The FTC 


Refrigerator manufacturers 
may be laying themselves open 
to Federal Trade Commission 
action if they talk of gross 
rather than net, capacity 


The FTC warning said that in ad- 
vertising how large their boxes are, 
manufacturers were confusing con- 
sumers by using gross capacity, 
rather than actual food-holding ca- 
pacity. 


In a letter to all refrigerator makers 
and to retailers who sell refrigera- 
tors under private brands, the FTC 
said it is unfair to lure customers 
with claims based on gross volume, 
which includes space occupied by 
cooling units, partitions and ducts. 
This space won’t hold any food, and 
is generally about 10% larger than 
the actual available cooling space. 

One refrigerator advertised as 
having a gross volume of 12.08 cubic 
feet had met capacity of only 10.5 
cubic feet, the commission claimed. 
The FTC Bureau of Consultation 
believes that many refrigerator 
buyers are misled because they 
think the gross volume represents 
storage capacity. 


Zenith Triumphs 
In Admiral Suit 


Since July 18, Chicago rivals 
Zenith and Admiral had been ver- 
bally slugging it out inan Oklahoma 
City federal court. Last week, U.S. 
District Court Judge Ross Rizely 
handed down his ruling—and the 
verdict went to Zenith. 





Judge Rizely ruled that: 

e Admiral had infringed on six 
Zenith TV patents as charged in a 
suit filed Feb. 11, 1958. 

e Zenith had not infringed on an 
Admiral record player patent. Ac- 
miral made that charge in a coun- 
tersuit against Zenith. 

Treble damages and an injunction 
were Zenith’s goals in the suit. But 
Rizely deferred ruling on the extent 
of the damages—if any—until an 
accounting can be made. 


Zenith charged in its suit that Ad- 
miral copied a pair of important TV 
features—Space Command remote 
control and the fringelock circuit. 
Space Command is Zenith’s ultra- 
sonic remote control unit. Fringe- 
lock maintains a stable picture in 
areas of poor reception. 


In its countersuit, Admiral accused 
Zenith of infringing on one of its 
patents—this one for a_ record 
player spindle. 

Neither company would openly 
discuss the verdict last week. At 
Zenith a spokesman said _ only 
“We're pleased.” and at Admiral 
the official statement was: “The cor- 
poration hasn’t as yet seen the onin- 
ion. Until then, we have no com- 
ment.” 

Admiral would not say whether 
the ruling would affect any of its 
TV receivers now on the market or 
planned. The Chicago firm does use 
an ultrasonic remote control system 
called Son-R but it wasn’t clear 
whether this was the unit involved 
in the suit. 
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Sales In Hawaii Beekon To Gibson 


1960 


‘Damn the torpedoes! Full speed ahead!”’ That’s an old and hon- 
ored American battle cry. Admiral Farragut used it at Mobile 
Bay 96 years ago—and he won the Civil War naval engagement 


In somewhat the same mood, Gib- 
son Refrigerator Co. is going to 
Hawaii this week, though no battle 
is expected to disturb the Reef Hotel 
on Waikiki Beach. 

But during the next five weeks a 
regiment-size group of appliance 
dealers will be shuttling to Hawaii 
in 159-passenger jet loads. And Gib- 
son wants to sell these dealers a 
large portion of next year’s produc- 
tion. 

To sell the 4,929 visitors any sub- 
stantial order this year, Gibson has 
hit on what it thinks is a simple 
strategy: Sell them what they 
haven’t got. 


This is what Gibson thinks dealers 
haven’t got: . 

1. A $350 retail two-door stand- 
ard refrigerator with an ice-maker, 
the Ice Master. 

2. A vertical freezer, standard 
model, also with Ice Master, a first 
for Gibson. 

3. An air conditioner, the Slum- 
ber Master, keyed to use in the bed- 
room, set up for quiet, draft-free 
operation and accompanied with in- 
stant mounts and a_ performance 


bond good to any size room up to 
12x18 ft. 

4. Two versions of the Gibson 
Market Master, to be sold with the 
slogan “the refrigerator you can’t 
fill up.” 

5. A new range, with full-auto- 
matic control, called the Kitchen 
Master, also equipped with, appro- 
priately, a hot price tag. 


To this master-full approach, Gib- 
son is adding a chance to run on 
another track by providing re-runs 
of three 1960 models—the G153F04, 
which was sold out in two days at 
the summer markets under model 
number G153F01; the G143F04, a 
single-door 14-foot svecial; and the 
G414F04 14-foot upright freezer. 

These will be built on allocation 
during October, Gibson says, with 
1961 line production before and 
after. William C. Conley, vice presi- 
dent-sales, underlined the phrase 
“will be built.” 

“These are not leftovers,” he said. 
“We recognize that some of our 
dealers are going to want something 
to run with, and these are the mod- 
els they ran best with this year.” 


SLUMBER MASTER draft-free air conditioner by Gibson is designed for bed- 
room use with quiet operation and instant mounting device. 
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ICE MAKER IS included in this refrigerator-freezer in the Gibson line. It’s one 
of the major features which the company will attempt to sell dealers. 


In Hawaii, Gibson does have some 
pretty good things going for dealers. 
Right now, Gibson is happy with a 
21% increase in factory shipments 
for this September-to-September 
model year and with a whopping 
28% increase in distributor-dealer 
sales. In addition, Gibson is pretty 
chesty about hitting all its sched- 
ules—including the Hawaii trip— 
right on the button. Gibson officials 
are happy to point out that others 
in the industry aren’t meeting their 
deadlines. 

So it’s going to be a full-power 
Hawaiian party for Gibson. “We are 
going out there to ask for the order 


and we think we’re going to get it,” 
Conley said. 


On the program for the five-day 
stay are some star attractions: A 
product show without Gibson exec- 
utives; the “Waikiki College of 
Profit,” a series of serious merchan- 
dising seminars; some _ surprises 
Gibson won’t even talk about ahead 
of time, and a glimpse of next year’s 
trip in the person of a troupe of 
entertainers, all bona fide stars from 
the country Gibson is planning to 
visit next. 

And THAT shows some real confi- 
dence. 





Hope Springs Eternal For RCA 


RCA distributors saw a good show in Chicago. On the national 
convention program were: New stereo, radio lines; names of 
the winners in the latest game of Cherry Hill musical chairs 


At a press conference, new Presi- 
dent and Board Chairman Walter 
W. Watts of RCA Sales demon- 
strated that RCA picked no shrink- 
ing violet to head the new setup. 
Watts is tough-minded, tough-look- 
ing, leaves little doubt he knows 
what he wants, but makes it clear 
that how he gets it is his business. 


He wants plenty. Here’s a sampling: 
“In Indiana, we will have tighter 
control of the whole operation. 
‘“We’re going to use that control 
to cut costs, get competitive ... or 
we'll use it to get better quality at 
the same price.” 
“1960 can be RCA’s best home 
instruments year since 1957.” 
Customarily, RCA executives 
paint a glowing picture of the future 


of color TV, but don’t talk facts 
much. Watts is pleased with color 
TV’s prospects and added a new 
fact: “We have added 2,500 new 
dealers in color thig, summer,_ and 
every one of them has four sets on 
his floor and operating, or will have 
soon.” 

That statement represents more 
than the fast sale of 10,000 color 
sets. RCA makes no bones about 
how the sets are paid for—‘floor 
plans are a way of life’—but 
pointed out that the sets will have 
valuable exposure on dealers’ floors 
until Dec. 31. The deal is set up the 
way the food industry fights for 
grocery store space. “We want that 
exposure and we’re going to get it.” 

Other merchandising tid-bits in- 
cluded: 


e@ RCA will push again on cartridge 
tape machines. “We spent $22,000 
in nine major markets to find out 
for sure that people were not buying 
tape machines for music—they want 
to record things at home.” RCA sees 
cartridges as easier to handle than 
reels. 

e@ Why there is a $150 hole in the 
stereo line from $400 to $550: ‘‘Over 
$400, there has to be a substantial 
improvement to get a step and it 
takes anyway $100 to get it.” 


On the Indiana move some numbers 
filtered through. It looks like less 
than 200 people will be moving. Of 
the 800 total now employed, some 
400 clerical people easily can be 
absorbed by other departments at 
Cherry Hill, N.J. Of the other 200, 
about half are engineers who also 
will move into other departments. 
The remainder either can’t make 
the move for persona] reasons, or 
weren’t invited. 





Educators Are Taught 
About Electric Aids 


Educators became students in 
Branson, Mo. Aim of the back-to- 
school session: How to use the new 


appliances. 
Eighty home demonstration agents 
and high school home economic 


teachers attended an electric home 
economics workshop arranged by 
the Empire District Electric Co. 
They saw demonstrations of appli- 
ances donated by Norge, Thomas 
Industries, Philco, General Electric’ 
and Sunbeam. 


West Coast Markets Set 
Dates For Winter Exhibits 


Going to the West Coast Winter 
Markets? Then mark down their 
dates, as announced by Henry A 
Adams, Western Merchandise Mart 
general manager, and Eddy S. Feld- 
man, Home Furnishings Mart man- 
aging director: Los Angeles, Jan 
15-20; San Francisco, Jan. 22-27. 














EAST... PITTSBURGH—The 
Golden 60’s haven’t looked so 
golden to Pittsburgh appliance 
people in their first summer. 

Steel has been off and numer- 
ous coal mines down; both fac- 
tors greatly depress Pittsburgh’s 
economy. A manufacturer’s rep- 
resentative on the road _ re- 
ported appliance business slow 
throughout western Pennsyl- 
vania. 

Air conditioning sales were 
particularly bad this year, mar- 
ring the summer picture. 

“Nothing in white goods is 
moving briskly,” a large dis- 
tributor reported. “August sales 
were off about 15% from Au- 
gust, 1959,” complained an- 
other. 

“We’re making our living on 
service,” one dealer said. “The 
steel situation is crippling busi- 
ness,” said another. “I honestly 
can’t look for a brrght fall.” 

Others were more hopeful. 
Fall is potentially good, a num- 
ber of them said, if only the 
steel situation eases. 

Westinghouse Electric Corp., 
headquartered here, is planning 
a giant promotion in portable 
appliances this fall, going on 
the air election night with its 
first TV and radio “commercial 
spectacular.” 

And although recent appli- 
ance business has been “lousy,” 
in the words of one local dis- 
tributor, most dealers and dis- 
tributors believe 1960 will still 
















first four to six months of this 
year were excellent. 







SOUTHEAST ... BIRMINGHAM, 
ALA.—“It’s hard to believe,” 
said Clyde H. Coshatt of Ala- 
bama Gas & Electrical Appli- 







surpass 1959, if-only because the: 


ance Co., “but next to air con- 
ditioners, gas ranges and water 
heaters have- been our best sell- 
ers. Refrigerators also have sold 
fairly well, but laundry equip- 
ment is away off. Television, the 
portable kind, sold pretty good 
but stereos were in the usual 
summer doldrums.” 

Coshatt said his sales still 
were behind last year, but they 
have been improving and actu- 
ally were ahead during August. 

Byron Johnson of Warren Ap- 
pliance & Supply Co. found air 
conditioner sales off from last 
year, but home laundry equip- 
ment and refrigerators were in 
good demand. Ranges were 
about the same, while dish- 
washers and televisions were 
down. On the whole, however, 
overall sales for the year to 
date were a little ahead of last 
year. 

Sales of Birmingham Appli- 
ance and Radio Co., according 
to owner Kenneth P. Elwell, 
were off about 30% from last 
year at the end of May. Air 
conditioner, refrigerator, port- 
able television sets, transistor 
radios, washers and dryers in 
the order named cut this de- 
ficiency at the end of July to 
about 10%. Figures for August 
were not available but the de- 
ficiency probably will be cut 
still more, he said, and outlook 
for the next 60 days is good. 

Although his air conditioners 
did not move as well as last 
year in June and July, J. W. 
Godwin of Godwin Radio Co., 
reports his overall sales for the 
two-month period were 61% 
above the same months last year 
and as of late August were up 
30% for the year to date. Port- 
able television and stereo hi-fi 





Is business looking up? Some optimism was seen in various parts of 
the country when EM Week correspondents talked to dealers. 


have been good sellers all sum- 
mer, as have small appliances. 
He does not handle white goods. 

Alvin A. Billingsley of Bill- 
ingsley-Duddy is high on pros- 
pects for the third quarter. ‘““We 
started the year off slow, but 
right now we’re even or a little 
better than last year at this 
time. With the Sept. 1 and Oct 
1 moving dates coming up, the 
outlook is good if there are no 
more big layoffs. And it should 
continue bright the rest of the 
year. The people have savings 
and they will spend them if they 
feel their jobs are secure.” 

Billingsley-Duddy sales were 
led by air conditioners in June 
and July, followed by dishwash- 
ers and disposers. Home laundry 
sales also were good but only 
about 20% as many dryers as 
washers were sold. Refrigerator 
sales were unexpectedly. down 
but are picking up now. Ranges 
also are beginning to move after 
a long lull. 

Forney G. Vinyard of May- 
tag Sales & Service found news- 
paper, radio and TV advertising 
were not getting desired results, 
so he cut down on them and 
turned to telephone and house- 
to-house calls and ~sates have 
picked up. Billingsley uses 
service-salesmen and is con- 
vinced they are the best pro- 
ducers. Andrew C. Frey, vice 
president of Shafer’s, stands up 
for the razzle-dazzle newspaper, 
radio and TV advertising and 
“hog-wild” special sales, some- 
times all-night affairs. And 
Godwin has closed out most of 
his air conditioners by deferred 
payments till next April. 


MIDWEST . . ST. LOUIS—“Ev- 
eryone’s a bargain hunter these 
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days,” one local dealer com- 
plained last week, and others 
were quick to back him up. 
Yet, the bargain hunting was 
bringing some life to the gen- 
erally soft St. Louis market 
and dealers were happy about 
that. 

Two weeks of fairly hot 
weather quickened air condi- 
tioner sales—but customers did 
not want to pay more than $169 
to $189 for one horsepower, 
window units. Bigger units 
weren’t moving well and no 
one in St. Louis was willing to 
peg 1960 as anything but a bad 
year for air conditioning. In 
the week before Labor Day, 
most dealers were willing to 
bargain. 

“I’m not getting the price I 
want,” said a man with several 
St. Louis area stores, “but at 
least I’m selling some units.” 

And that summed it up for 
everyone. 


SOUTHWEST. . . PHOENIX—Ap- 
pliance Merchandisers Assn. 
members in central Arizona 
have scheduled a dryer promo- 
tion Sept. 6-30 themed around 
a testimonial campaign featur- 
ing in»newspaper and TV ads 
women who already own dryer 
appliances. The “ask any wom- 
an who owns one” slogan at- 
tempts to overcome the concep- 
tion that because of the steady 
sunshine, a dryer isn’t needed. 

AMA and Valley Of The Sun 
Electric League members are 
eager to get into another pro- 
motion following a June refrig- 
erator-freezer project that re- 
sulted in sale of 844 units—up 
10% from the 1959 campaign, 
and up 12% statewide with a 
total of 1,127 units. 
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e@ Exports of electronic products 
from the United Kingdom to the 
United States in the first quarter 
of 1960 dropped 8% below the first 
quarter of 1959, totaling $4,298.000. 
But phono shipments jumped 157% 
to $100,000 and radio-phono combi- 
nations were up 12%%. 





























e Sylvania has announced a gen- 
eral factory price increase, rang- 
ing from 2%-5% on all 23-inch 
1961 TV sets. Suggested list prices 
on these models were upped $10. 










@ Members of the National Retail 
Merchants Assn. are being lined up 
to protest a Post Office Department 
ruling requiring that self-mailers 
be sealed on all four edges to get 
third-class mail rates. The cost may 
force retailers out of direct mail, 
NRMA said. Sealing or inserting 
direct mail advertising in envel- 
opes would cost about $20-$25 per 
thousand. NRMA urges a letter of 
protest to Edwin A. Riley, director, 
Postal Service Division, Bureau of 
Operations, Post Office Department, 
Washington 25, D.C. 
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Functional Hom 


e For Easier Living 
HERE’S THE KITCHEN of a recently completed one-story house built on the 


















grounds of the New York University Medical Center designed for the physi- 
cally disabled, the elderly and for persons with heart ailments. It’s equipped 
with General Electric appliances (above): A washer-dryer combination, dish- 
washer placed near the sink so that it can be reached even when seated at 
the sink. The house was contributed to the medical center by James Rosati 
And Sons, St. Petersburg, Fla., builders. Other features: Wall oven and remov- 
able door, surface range with staggered burners to reduce burn hazard, re- 
frigerator with swing-away, adjustable shelves, built-in vacuum cleaning system. 










THIS WEEK'S ill 
COLOR TV [lili 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
10 P.M. (NBC) “Murder And The 
Android" 






TUESDAY 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


FRIDAY 
9:30 P.M.(NBC) Masquerade Party 
10 P.M. (NBC) Moment Of Fear 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
5 P.M. (NBC) National Singles 
Tennis Tournament 
7:30 P.M. (NBC) Bonanza 
9:30 P.M. (NBC) World Wide 60 


SUNDAY 
5 P.M. (NBC) Tennis Tournament 
8 P.M. (NBC) Music On Ice 
9 P.M. (NBC) Chevy Mystery Show 
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NOW YOU CAN ENTER the rapidly expanding humidi- 
fier market with a name customers know and trust . . . Thomas A. 
Edison. 

While other brands must establish their reputation, this name 
says ‘‘quality”’ immediately. Your customers know they can count 
on these humidifiers for excellent performance with outstanding 
dependability. 

And quality engineering backs up the name all the way. The 
Double-Action Atomizer and Humidity Booster provide finest 
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THOMAS A. EDISON HOME COMFORT APPLIANCES, DEPT. AE-95 
McGraw-Edison Company, Albion, Michigan 


Please send full details of the new Thomas A. Edison Humidifiers. 
1am a [] Distributor (] Dealer 


Now, Volume Humidifier Sales 
With The 
Finest Name In Electricity... 


HUMIDIFIERS 


OL Edison. 


DOUBLE-ACTION ATOMIZER 
. .. Spins a microscopic mist into the air 
and washes out dust and dirt 
at the same time! 








HUMIDITY BOOSTER 
... an electric heating element 
on Imperial models, warms air stream 
for more efficiency and 
higher capacity! 





humidification quietly and economically. Other quality features i 
include water level indicator, completely enclosed fan, easy-rolling 
casters, big capacity tank (7 gallons), and on Imperial models, 
automatic humidistat to give that ‘‘just right’? comfort condition. 

And with all this emphasis on quality and performance, these 
distinguished humidifiers are priced to be fully competitive with 
any others of similar size and capacity!. 

Mail the coupon below today for details of the most valuable 
appliance franchise available today. 


Finest Name In 
Electricity... 
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Home Comfort Appliances 
Albion, Michigan 


574 Fourth Line, Oakville, Ont. 


McGRAWE 


re 


LD 


j 
ij 


In Canada 




















6 








Gas Wins California War 


The “Battle of the Fuels” will 
continue unabated in the Los An- 
geles area for another year it would 
seem. 

The California Public Utilities 
Commission ended weeks of hear- 
ings with a decision that pleased al- 
most everyone but its own staff. And 
the ruling did nothing to cool off 
the hottest ‘fight in the nation be- 
tween the sellers of electricity and 
the sellers of gas. 


All the tumult and the shouting, all 
the scare stories in trade and con- 
sumer press speculating on prece- 
dent-settmg decisions proved a 
tempest’in a teapot when the PUC 
officially ruled that: 


e Advertising and promotion by 
utilities are good, and the two com- 
panies, Southern California Gas Co. 
and affiliate Southern Countries Gas 
Co. may spend $9,650,000 for these 
activities in 1961 with the cost “... 
to be born by the ratepayer.” 

This was less advertising and pro- 
motion money than the companies 
asked for, but it is more than they 
spent in 1960. And it represented a 
blow to the PUC investigating staff 
which recommended that the utili- 
ties’ proposed budgets for these 
promotional activities be cut by 
about 24%. 

@ Direct sales of appliances to ar- 
chitects, builders and for apartment 
house use must be discontinued by 


the gas utilities. These sales were 
courtesies to people who influence 
the choice of fuel in new construc- 
tion and represented a small frac- 
tion of 1% of the gas appliance vol- 
ume in the area. 

e The utilities may continue to of- 
fer home service calls “for safety 
and continuity of service . .. meter, 
piping and the inspection of pilot 
lights.” 

e Prospect lists developed by the 
gas utilities’ sales departments must 
be. discontinued or made available 
to all gas appliance dealers. Critics 
claimed the lists were being given 
to favored dealers. 

Incidentally, the reason for the 
hearings—which brought forth the 
outpourings of criticism and denial 
—was a requested rate increase for 
the gas utilities. They at least were 
satisfied in this respect. 





Where others fizzle, this one 





SIZZLES! 












































It’s a 2-in-1 radio: 
Home table model 
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new CHANNEL MASTER 


8 transistor “super fringe”’ 


The most sensitive transistor radio ever made! 


@ RF amplification stage e@ 


3-gang tuning condenser 


@ New fringe area circuit @ Extra long built-in ferrite antenna 


@ Highest signal-to-noise ratio @ Easy, precise vernier tuning 


@ King-size 3%” speaker @ Plays for almost one year on a set 


of ordinary flashlight batteries (Based on average daily use) 


The astonishing performance of this new 
radio is another reason why the dealer who 
features Channel Master gets ahead—-and 


stays ahead—of his competition. 


$5993 


slightly higher in Canada 


CHANNEL MASTER COR « Ellenville, N.Y. 
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Mower Makers Smiled 
As The Grass Got Long 


..» but they were frowning in June when an unseasonably high 
inventory of 100,000 units and falling sales for the first nine 
months of the year made manufacturers pessimistic 


Even though all the figures aren’t 
in yet, the consensus among mower 
manufacturers is that ‘‘sales are bet- 
ter than last year.” None of them 
would be too surprised to seé the 
figures for 1960 (lawn mower “year” 
ends on June 30) approach or bet- 
ter the record 4,200,000 units sold 
in 1959. 


Rotary push type mowers continued 
to account for the majority of sales 
in 1960 with the most popular being 
the 20-22-inch models. In 1959, the 
2,200,000 push type rotaries sold ac- 
counted for 52% of the total mar- 
ket. This year’s sales should ap- 
proach that figure though some 
manufacturers have noted a swing 
toward reel type mowers. Accord- 
ing to C. A. Livesey, vice president 
o: sales at Jacobsen Mfg. Co., “In- 
dustry figures for the first nine 
months of 1960 indicate a definite 
trend toward reel type purchases.” 
“Our own figures,” continued Live- 
sey, “indicate that we sold about 
30% more of these units this year.” 


“Rider mowers were big last year 
and are getting bigger every year,” 
said C. A. Shera, ACCO’s marketing 
manager. Mower makers agree that 
when this year’s figures are in, rider 
mower sales should be better than 
the 225,000 sold in 1959 when they 
represented 5.3% of the mower mar- 
ket. Jacobsen, Lawn Boy and ACCO 
are all including new rider mowers 
in their lines for 1961. 


Replacements constitute about 60- 
70% of the market according to the 
latest estimates of the mower in- 
dustry. “This is an important factor 
that accounts for the increasing 
sales of name brand mowers,” said 
John C. Norton, sales and advertis- 
ing manager for Toro Mfg. Co. 
‘‘People are becoming power mower 
educated and once they’ve been 
burned by promotional stuff, they’re 





Housewares Carnival 


Beginning Monday, Sept. 12, 
Adams, Meldrum and Anderson, 
Buffalo, N.Y., department store will 
stage its 10th annual week-long 
Housewares Carnival. 

The kick-off will actually take 
place a week earlier when residents 
of the area see 14 pages of carnival 
advertising in their Labor Day 
morning papers. “The climax of the 
pre-show promotion will be in 28 
pages of Sunday supplement adver- 
tising on Sept. 11, the day before 
the carnival,” said Ken Winfield, 
AM&A merchandising manager. 
“During the carnival, there’ll be 
from two to 14 pages of daily adver- 
tising. All together, we’ll have 84 
pages to cover the show,” he said. 

“We’re sure that the lift the 
housewares and home furnishings 
departments get from the show will 
carry them right through to Christ- 
mas,” Winfield concluded. 

This year for the first time, the 
carnival will be centered around 
both the housewares and home fur- 
nishings departments 


wary about ‘deals.’” John Litch- 
field, Lawn Boy sales manager, said, 
“The replacement market is grow- 
ing every year and the customer is 
becoming less price conscious. When 
this happens,” he continued, “you 
can look for marginal operators to 
begin to drop out of the picture.” 


Diversification is probably the most 
important word in the mower man- 


ufacturer’s vocabulary. Most lines 
for 1961 will include assortments of 
lawn care equipment that can either 
be pushed, dragged or slung under 
rider mowers or, in many cases, op- 
erated by themselves as separate 
units. Tillers, snow plows, aerators, 
sweepers, saws and even outboard 
motors are just some of the equip- 
ment that the week-end squire can 
buy to groom his 100x100. 

“The industry is thinking diversi- 
fication to such an extent,” said R. 
E. Schuler, sales manager at Out- 
board Marine Corp. and LMI presi- 
dent, “that LMI might re-name it- 
self the Outdoor Power Equipment 
Assn.” 


Dumping should be at a minimum 
this year at least as far as the name 
brand mowers are concerned. “In- 
ventories are better at all levels this 


HOUSEWARES 


year than they have been for some 
time,” said major manufacturers. 
A spokesman for an engine manu- 
facturer said, “The name _ brand 
people and their distributors and 
dealers should be in pretty - good 
shape this year as far as inventories 
are concerned. Judging from can- 
celled engine orders, it’s the garage 
door operator who is hurting.” 


Model and price lines will be gener- 
ally longer for 1961 though retail 
prices might be slightly higher than 
last year—about 5%—because costs 
of engines and metals are up. 

Last year’s typical brand mower 
prices: Push types, $78 to $89; start- 
er types, $99; and _ self-propelled 
types, $139. These were the typical 
selling prices for the big movers. 
The dealer earned between 28-30% 
margin on these mowers. 











This 42 piece 
LIONEL Electric Train 





fret on board 


Outfit --Free! 


LIONEL NEWS 
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CoANNEL MASTER'S big 


“Main Line” radio promotion 


Electric Trains! The timeless gift that sends 


shivers of excitement through “boys” of all ages! 


Channel Master...““Main Line” in radios...gives you 
this action-packed “Main Line” train set with the purchase 
of only 10 transistor radios. And each additional “Main 
Line” radio order brings you another Lionel outfit. 


This fabulous offer is timed to coincide with your nor- 
mally heavy Fall and pre-Christmas radio purchases. You 
can easily obtain several sets: for personal gifts, Christmas 
store promotion, and salesmen’s incentives. 


Limited time only. Call your Channel Master Distributor 


immediately for full details. 


CHANNEL MASTER CORP. enenviue,n_y. 





Channel Master’s ‘Main Line’’ Radio Package 


Get your free Lionel train outfit with the purchase of only 
10 sets, at regular price, selected from America’s most popular 


line of transistor radios. A fast-selling assortment of 5, 6, and 
8 transistor models. 
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WHAT WILL STEREO RADIO LOOK LIKE? After checking with manufactur- 
ers, who already have models on the drawing board, EM Week drew up its 
own conception based on a consensus. 1—Here you see the basic idea, a “split” 


table radio which comes as a single package, but can be separated into three 


ELECTRICAL MERCHANDISING WEEK 





pieces—the control panel and chassis, plus two speaker units. 2—Here’s a vari- 
ation: Speaker and controls in one unit plus a slave speaker. 3—Manufacturers 
might go for record or tape jacks, possibly even clocks or 4—Offer three-source 
stereo by using a center speaker and two slave units. 


Stereo Radio: Tomorrow’s Look? 


When the dealer finally gets the 
chance to break open the mysteri- 
ous package marked “multiplexing” 
sometime next year, he’ll find an 
assortment of FM stereo radio de- 
signs as varied as the original mix 
of stereo phonographs. Factory 
sources are already speculating on: 
e A standard table radio with a 
jack for an adapter unit. 

e An oversized table model with 
two side-firing speakers. 

e A “split” radio that looks like a 
single unit, but can be separated 
into two or perhaps three pieces. 
e A console radio styled along the 
same lines as today’s television con- 
solette or low-boy. 

And multiplexing will take off 
into some other areas, coming in 
fast as an added tuner feature in 
the regular stereo phono line. Or 
maybe it could become a drop-in 
item for television. 

Once FM stereo radio standards 


are set by the FCC, the first item 
off the assembly line, the industry 
figures, will be an adapter contain- 
ing an amplifier, speaker, controls 
and a sub carrier detector. Jack it 
into the standard FM table model 
and, with sufficient separation, 
you'll have stereo. You’ll also have 
two sets of volume controls to 
worry about. 

“TI don’t know how long this ap- 
proach would last,” explained Gran- 
co President Henry Fogel. “Logic- 
ally, one chassis should do the job 
and then you would just need the 
second speaker.” 


Next off the assembly line: A true 
FM stereo table model. It might be 
a single unit or split into two or 
three sections like today’s portable 
stereo phonograph with bat wing 
speakers. And it’s going to be big- 
ger than today’s table model. 
“Probably 50% larger than any 


FM set today,” said Jack Frietsh of 
Philco. “You’re using almost two 
FM chassis and trying for fine 
sound, so you'll need larger speak- 
ers and a larger enclosure.” 

Price for the table model? Best 
industry guess: $99.95 for a start. 
Because of costs, pointed out Syl- 
vania’s Peter Grant, multiplexing 
will have to be limited to the high 
end of table models. 

Another possibility: The return 
of the console radio. Edward R. 
Taylor, Motorola’s executive vice 
president, and Granco’s Henry Fogel 
both have shown interest. 

“Think of it as a low-boy unit,” 
said Fogel, ‘‘not too massive, maybe 
4% to 5%-feet wide. It would have 
provisions for AM, FM and multi- 
plexing. And maybe, it would have 
a little shelf for tape.” 


Price? Industry estimates ran from 
$150 to $175. 


A large segment of industry sees 
multiplexing hitting hardest and 
longest in the tuner of stereo phono 
combos. 

“That’s the big thing, said 
Westinghouse’s Charles Urban, “and 
here it will be a stronger feature 
than reverbaphonic.” 


” 


Cost is a big factor here, too. If the 
multiplex unit is too expensive, ex- 
plained Ross Siragusa Jr. of Ad- 
miral, then it will appear initially 
only in the company’s stereo phono 
console line. 

Both Zenith and General Electric 
are on top of the situation, but are 
holding any plans close to the vest. 

And although manufacturers are 
generally enthusiastic about multi- 
plexing, they’re haunted by the 
confusion stereo caused. Typical is 
Blonder-Tongue’s Edward Shafer: 
“I hope industry does a better job 
with this than it did with stereo.” 





It's Already 1961 For Air Conditioners 


CONTINUED FROM PAGE | 

... But the first question everybody 
wants answered is, “How did we do 
in 1960?” The answer: For the mod- 
el year Sept. 1, 1959, to Aug. 31, 
1960, factory shipments were esti- 
mated to be close to 1,700,000—up 
13%, about 200,000 from model 
year 1959. 

But factory and distributor in- 
ventory as of last week, between 
550,000 and 700,000, was also up 
over last year—about 150,000—not 
excessive for a year with a cold 
summer. It’s anybody’s guess what 
dealer inventory is—somewhere 
around 500,000. Though inventory 
was worse than last year, 1960 was 
higher in sales and lower in inven- 
tory than 1958 or 1957. 


And for 1961, manufacturers sur- 
veyed by EM Week say it will be a 
good year—as good as 1960 was sup- 
posed to be, unless another cold 
summer freezes sales. 

But all is not rosy. Controversy 
will continue over which is a better 
measure and selling tool for cooling 
capacity—Btu or horsepower. Most 
dealers will have to talk both. And 
because the 10% federal excise tax 
on air conditioners now is perma- 
nent, cost to dealer will rise 10% 
on all 1961 models. But most manu- 


facturers will strain to absorb other 
rising costs. 


So far only Fedders and Gibson 
have previewed 1961 models. Fed- 
ders demonstrated in August what 
probably will be the only product 
innovation to sweep the industry— 
the do-it-yourself instant mount. 
Gibson, which shows tomorrow in 
Hawaii (see story on page 3), has 
one too, but it is a kit. Fedders’ 
mount is built in—the side panels 
slide out of the cabinet to fit the 
window. 

And U. V. “Bing”? Muscio, execu- 
tive vice president for sales of Fed- 
ders, says, “You just can’t call it an 
instant mount unless it is built on 
the unit. 

Fedders also has a _ set-to-start 
clock timer available on some pro- 
motional models as well as on the 
higher steps in a very long line. 
Sales managers of both Gibson and 
Fedders say each will be pushing 
smaller units again this year for 
the unsaturated bedroom market. 


According to EM Week’s survey of 
manufacturers, no one plans to fol- 
low Fedders with clock timers. But 
some say that if timers catch on and 
prove relatively bugless, they may 
appear in the lines this spring. G-E 


shows in mid-October. Until then, 
nobody at Louisville is talking, and 
apparently the rest of the industry 
is not waiting for G-E to point di- 
rections. 


Emerson, Whirlpool, York and West- 
inghouse already have plans (sub- 
ject only to final high-level ap- 
proval) to go with instant mounts 
-either kits or built-ons-—for all 
units in the lower end of the lines. 
None of them hints at other visible 
innovations, but they all say better 
quality and less service trouble will 
be there even if they don’t hit the 
customer in the eye. All of them 
also expect the smaller units (6,500 
to 9,000 Btu, both 7% and 12 amps) 
to continue gaining in 1961. 
e Emerson (which _ shows | this 
month) counted this past year just 
short of its best ever. It attributes 
a large part of its success to instant 
mounts. This coming year Emerson 
will introduce free fioor planning 
and talk both horsepower and Btu. 
e@ Whirlpool (shows this month) 
will have instant kits on about 70% 
of models and exnects they will ac- 
count for over 25% of sales. Dis- 
tributors will get refinancing to re- 
lieve 1960 inventory pressure. Whirl- 
pool will talk Btu only. 
e Westinghouse (shows late this 


fall) is keeping mum about the line. 
It will talk only Btu in sales mes- 
sages, hopes dealers will follow. 

e York (shows on Dec. 5) plans 
instant mounts for the low end and 
expects its $299 list, 6,500 Btu unit 
to continue as a best seller. Both 
horsepower and Btu will be listed 
on price sheets. 

e Carrier (shows Sept. 8 and 9) 
has new condensers on low end. 

@ Philco shows in January. 


The trends for 1961, then, shape up 
like this, say the experts: Btu vs. 
horsepower—dealers will be asked 
to forget horsepower, sell capacity 
based on NEMA Btu ratings stamped 
on faceplates; price—magic number 
at bottom will be $199, and though 
dealers are asking for a lower low 
end, the 10% tax will make this 
impossible; size—7,000-10,000 Btu 
(both 7% and 12 amps) will con- 
tinue strong, but 10,000-15,000 Btu 
size will lose ground and 20,000 Btu 
bracket will gain; early-bird deals, 
co-op ad funds and dating plans will 
continue; more companies will offer 
free floor planning, but a few will 
curtail trips. 


No one is predicting 2 million units 
this year, but manufacturers are op- 
timistic about the chances for a 
good year. Saturation for room air 
conditioners is under 15%. Only 
bad (cool, that is) weather could 
stop gains. 
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Sylvania—William O. Spink has 
been appointed vice president-sales 
of Sylvania Electronic Tubes, a di- 
vision of Sylvania Electric Products, 
Inc. He has been equipment sales 
manager for the division and suc- 
ceeds Donald W. Gunn, named 
Western region vice president. 


1960 


RCA Whirlpool—B. D. Wiesman has 
been appointed sales promotion 
manager for refrigerators and freez- 
ers, a post made vacant by the ele- 
vation of Quentin B. Garman to 
national advertising manager. 

In the company’s international di- 
vision, John G. Steeb, formerly sales 
administrator, has been appointed 
sales manager. He succeeds Gerald 
F. Southland, who will join Whirl- 
pool International, Bahamas, S. A., 
as sales manager for the newly 
established Eastern Hemisphere 
branch office in Beirut, Lebanon. 


Waring Products Corp.—George W. 
Salzer has been appointed advertis- 
ing and sales promotion manager. 
He replaces Collingwood J. Harris 
who is moving into the parent Dy- 
namics Corp. of America in another 
capacity. 


Melvin F. Hall Advertising Agency 
—Sheldon F. Myers has joined the 
executive staff of the Buffalo, N.Y., 
agency. He was advertising and 
sales promotion manager in the con- 








Bloom 
of Olympic 


Coffin 
of RCA 


sumer products division of Westing- 
house for the Middle Atlantic states. 


RCA—R. H. Coffin has been ap- 
pointed staff vice president in charge 
of institutional and staff advertising. 


Olympic Radio & Television Sales 
Corp.—Theodore Bloom has_ been 
elected vice president and general 
manager of Olympic of Southern 
New England, Inc., a wholly owned 
subsidiary of the division of the 
Siegler Corp. He was branch man- 
ager of the subsidiary company. 
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DISTRIBUTOR lll 
APPOINTMENTS [lili 


AMPEX—Harvey Radio Inc., New 
York metropolitan area, Con- 
necticut and New Jersey. 


SYLVANIA ELECTRIC—Sabine 
Supply Co., Houston, east. cen- 
tral Texas; G. P. Derickson Co., 
Minneapolis, northern Minne- 
sota and eight adjacent Wiscon- 
sin counties. 


UHER TAPE RECORDERS—As 
manufacturer’s representatives, 
Vitrex, Inc., North Miami Beach, 
Fla., Florida; W. M. Gray & As- 
sociates, Inc., Atlanta, Georgia, 
Ala., N.C., S.C., Miss., Tenn.: 
Marsey Sales Co., Rochester, 
N.Y., the area -of New York 


State north of Westchester. 
ARVIN INDUSTRIES, INC.—For 
electric heating systems, Elec- 
tric Fixture and Supply Co., 
Omaha; North Central Electri- 
cal Distributing Co., Minneapo- 
lis; J. H. Larson Electric Co., 
Minneapolis; Tri-State Electric 
Co., Sioux Falls, S.D.; Thurman- 
Logan Electric Supply Co., 
Chattanooga, Tenn. 


TEMCO, INC.—Hicks 
Co., New Orleans. 


Distributing 


AMERICAN GELOSO ELECTRON- 
ICS, INC.—Barstow & Doran 
Inc., Honolulu, Hawaii. 


IN-SINK-ERATOR MANUFAC- 
TURING CO.—Hajoca Corp., 
Ardmore, Pa. 
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“Sometimes I wish my husband wasn’t in the television business.” 
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Here’s simply the best dishwasher ever made. The new WASTE 
KING UNIVERSAL PORTABLE holds more dishes, gets them clean- 


er than any other dishwasher. New exclusive “Z-ARM” split - level 


washing action makes the big difference. “Z-ARM” sends hundreds 
of detergent-activated jets to soak, scrub, scour and double-rinse 
everything in the polyvinyl tub. Dishes and pots and pans can be 
placed anywhere, on top or bottom racks. A self-cleaning filter 
system removes food particles and keeps clean water circulating. 
It rolls easily to the sink...connects swiftly to any style faucet. 
This adds up to the easiest dishwashing ever. Customers will ex- 
pect the Waste King Universal Portable to cost more. It does. 
It’s worth more. And, it will produce more profit for you. For 
impertant promotion news and other 


details about this new product, 





call or wire collect or write to the 


WASTE KING CORPORATION 


...Los Angeles 58, California. 
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comet! 


Everyone said, 
“Ht can't be done" > fie LA 

¢ - be “ 

but Gibson is doing it! an Tal 


HAWAii 
BY JET 
in 60! 


Only an aggressive selling team like Gibson's would even dare think about luxury Pun 


American Jet Clipper trips to Waikiki, let alone do it! But this is fact you, and thou 

One year ago sands of other Gibson Dealers, will enjoy the most glamorous vacation of all time next 
3 Fall — Hawaii by 660 m.p.h. Jet! 

° Right now 3,000 Gibson Dealers are in San Juan, previewing the hottest new /ine in the 

Gibson industry, the greatest selling plan im the field, and hearing of unbelievably easy qualifi 

ever offered. Hawaii by Jet! You can 


cation requirements for the most fabulous vacation ever 
get the same story at your Gibson Distributor’s Open House in October — watch for the 


startled the - a iahene a " 
. . ANT TO GO PLACES, 
eee ree Oe ee ving... er USL 


this announcement — 











Today, the first of 62 Pan Am 707 Intercontinental Jet flights, 
exclusive Gibson charters, departs non-stop for Hawaii! 


Gibson promised.. 


Some interesting statistics on this, the largest Jet air lift in history: From this 
date, through October 13th, Pan Am will log over 42,525,000 passenger miles 
of Jet travel with Gibson Dealers as the sole passengers. 





76,320 meals will be required, 20,034 served aloft while Gibson Dealers cruise 
in quiet safety at over 600 miles per hour. 


50,880 orchids will adorn the wives of Gibson Dealers. 25,684 glasses of pine- 
apple juice will be served, 5,088 bottles of Sun Tan lotion plus 20,352 souvenirs 
will be distributed to Gibson guests. 

7,040 miles of chartered inter-island air travel will take many Gibson Dealers 
on an exotic side trip to the enchanted island of Kauai. 

On the business side 

76 separate Dealer training sessions will be available to help Gibson Dealers 
improve their business. High point of these ‘Waikiki College of Profit’’ meet- 
ings will be “Meet The Press.” 12 open forums conducted by the top editors 
and publishers of EM Week, HFD, Mart and Air Conditioning and Refrigera- 
tion News. Gibson Dealers will learn, first hand, what the experts forecast for 
the appliance business! 


Move miles ahead in the Wonderful World of. 
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All Dealers and their wives will preview fabulous ’61 products at 12 star- 
studded performances of Gibson’s Festival of Stars, preceded by the most 
sumptuous Luaus ever held in the Islands. 





Gibson executives in attendance, Frank S. Gibson, board chairman, Charles 
J. Gibson, Jr., president, W. C. Conley, vice president, Gibson Sales, all 
product managers and department heads, will devote in excess of 13,680 
working hours seeing to the comfort of their guests. 


In addition, three dealers will score holes-in-one at golf, 7,000 hours. of 
Hula Dancing instruction will be given, 1,138 will beeome-expert surf board 
riders, 4,929 will become expert Waikiki Beach-Combers, and not one 
guest will have to pick up a plane ticket, a prece of luggage, or a check! 


This is all part of The Wonderful World of Gibson . . . and if you are not 
Hawaii bound this fall, watch for your Gibson Distributor’s Open House 
in October. Next year’s trip is already planned for you — and it’s one you'll 
promise. yourself not to miss! 


GiGSon 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 





MORT FARR says 


‘The Fall Season 
Shows A Promise’ 


By concentrating on the home en- 
tertainment part of our business, we 
could still turn 1960 into a good 
profitable year. In spite of the minus 
signs in sales of all categories of 
white goods (except dishwashers 
and disposers), the outlook for total 
TV, radio and stereo is good—this 
year should be one of the best ever. 
In fact, during the off months this 
year when sales of these items tra- 





Quality you can 
see and feel 

with Blackstone’s 
exclusive 
staanless steel 


ditionally decline, they increased in 
volume over 1959. So we enter the 
fall season with much in our favor 
to equal or surpass last year. 


Personal income is up. People have 
more discretionary spending power. 
They are spending more and more 
on leisure activities, and we have 
the products to match their desires. 
The sale of TV sets, for instance, 


ELECTRICAL 


has stepped up in. recent months, 
and 1960 could easily be the second 
best year in the history of the infant 
industry. Of course we are talking 
now of units, not dollars. Dollar 
value per unit sold has declined. So 
it’s up to us to step up our selling 
to higher priced units and color sets 
to offset the loss. 

The introduction of 19- and 23- 
inch sets should give new impetus 
to our TV sales. The 17’s and the 
21’s should soon become obsolete, 
depreciating the value of trade-ins 
and improving the overall profit 
picture. Certainly these new sets 
with better pictures and styling 
give our customers the first big im- 
provement we have been able to of- 
fer in years. As for the high-priced 
furniture, though, it is my observa- 
tion that these decorator sets are 
belated in arriving on the scene. 





Here’s real proof of quality. Even lookers and 
price shoppers can’t pass by a stainless steel top 
without stopping to look—and feel—and ask. It’s a 
natural sales opener, and only Blackstone has it. 


The stainless steel top is available as an option on two 


models; the top-of-the-line WAC-75 and the 


2-cycle WAC-55, with extra profits on both models. 
Put these stoppers on your floor and watch the top- 
of-the-line prospects stop, look, feel and buy. 


Franchises available in some areas. 


top 


- Blac 


America’s 


ay 


See your distributor or write Blackstone Corp., 
1111 Allen Street, Jamestown, New York. 


stone 


Fastest Growing Laundry Line 


Simple to use...simple to sell... simple to sery 
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Our customers were ready and look- 
ing for furniture several years ago. 


Our great opportunity now is to 
step up our sales dollar by getting 
the industry to unite and promote 
color. The sets are now perfected 
and customers who have bought 
them are happy. With the increased 
color programing expected this fall, 
we could easily see a boom that 
would exceed the prosperous early 
days of black and white. 


Home entertainment equipment is 
growing by leaps and bounds. In 
the first six months of 1960 factory 
stereo sales were nearly 1,400,000 
units—an increase of almost 33%% 
over the same period last year. At 
retail, sales were over that figure 
and just short of double the figure 
for the first six months of 1959. In 
addition, about 400,000 monaural 
units were sold during the same 
period this year. July and August 
figures look good, too. 


But many of our eustomers remain 
confused by claims and counter- 
claims about stereo and hi-fi. Our 
aim should be quality of reproduc- 
tion, not gadgetry. From a long ex- 
perience in selling home entertain- 
ment, I believe that our customers 
are interested in three things only: 
first, quality of reproduction (and I 
don’t mean the ultimate which only 
a few hi-fi bugs can appreciate); 
second, beautiful cabinets to com- 
pliment customers’ homes; third, 
simplicity of operation. Many of our 
innovations not only have not added 
to the faithfulness of reproduction, 
but have actually contributed to 
deterioration of the quality of re- 
corded sound. I am afraid that many 
customers interested in stereo have 
been confused by claims, discour- 
aged by technical sales talks and 
have been led to postpone their pur- 
chases until the industry settles 
down and standardizes. 


Proof that people buy good repro- 
duction and beautiful cabinets lies 
in the fact that brand name accepit- 
ance in stereo is not nearly as great 
as in TV or radio. Many companies 
who have not advertised and are 
little known have had very good 
success with fine cabinets and good 
reproduction. It seems to me that 
this year in stereo, as in TV, too 
many manufacturers are trying to 
get a share of all segments of the 
market. Practically every stereo 
manufacturer makes a line of beau- 
tiful high-priced cabinets, usually 
copied from one another. But some 
lack the proper image to sell this 
equipment. And some of their deal- 
ers are not equipped or trained to 
sell the lines, nor do they have the 
market for them. 


We should not overlook the oppor- 
tunity for more entertainment sales 
which is found in the public inter- 
est in FM. We should not only sell 
FM radios, but we should also step 
up our sales dollar in stereo by al- 
ways trying to sell a unit with an 
AM-FM tuner. The tuner we sell 
should preferably be designed to 
broadcast stexeo. Then when we get 
stereo or multiplexing broadcasting, 
our customers can receive it without 
delay. 


But the tame is short. It is going to 
take some creative selling and an 
all-out industry effort, but we can 
still break records in 1960. 





The Strongest Selling Story Ever! 
S from Norelco 





aving instrument... 








Noreko BRINGS ANOTHER GREAT ADVANCE TO ROTARY BLADE SHAVING 


ie. 
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The Worlds Finest 


Shaving Instrument 


New floating-head’ shaver outdates all other ways to shave! 


Here is the new ‘floating-head’ Norelco Speedshaver. ‘This in- What’s more, you don’t have to bear openings. A twist of the wrist adapts 

strument not only has the famous self-sharpening rotary blades down! The motor automatically ad- it for 110 or 220 volts. Free adaptor 

but new ‘floating-heads’ that follow the contours of your face justs its speed to the load you place plug for world-wide use. In hand- 

to shave the hollows and the hills, every curve of your face! upon it to give you optimum shav- some metal travel case AC/DC (MODEL 
ing efficiency. You shave faster, closer SC 7860) $29.95. 

without pinch, pull or irritation. Norelco Speedshaver with push- 

But that’s not all! The new ‘float- button flip-top cleaning — world’s 

ing-head’ Speedshaver® has larger largest selling electric shaver—avail- 

heads, more blades, more whisker able at $24.95 AC/DC (MODEL SC 7912). 


Adjusts itself while you shave .. .h i" every NEW Nor C, Je OQ SPEEDSHA VER 


curve of your face ...gives faster shaves than ; a a ae ‘ 
ever before . . . closer shaves than ever before! with f I atl ng-heads 


NORTH AMERICAN PHILIPS COMPANY, INC., 190 East 42nd Street, New York 17, New York. Norelco is known as PhiliShave in Canada and throughout the rest of the free world. 


Other products: Radios, Radio-Phonographs, Tape Recorders, Dictating Machines, Medical X-ray Equipment, Electronic Tubes and Devices. 


NORELCO’S main season magazine campaign will use this GOLDEN AD 


























The revolutionary 


new breleo * SPEEDSHAVER 


with ‘floating-heads’ 
and rotary blades 


An amazing new concept in shaving... and exclusively Norelco’s! Here is the 
new Norelco Speedshaver with ‘Floating-Heads’, the first electric shaver to 
follow every contour of the face...faster, more efficiently, more smoothly 
than you’d believe possible. The new more-powerful motor automatically 
adjusts it’s speed to shaving needs; the self-sharpening rotary blades are 
larger, with more cutting edges; added whisker openings increase efficiency; 
twist-of-wrist 110-220 voltage regulator adapts for use almost anywhere. 
Already proving itself in terrific turnover throughout the country. Stock up now 
and be ready for a peak volume of Christmas sales. Model SC 7860 $29.95 AC/DC 


These powerful selling aids will back you all the way! 
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TV IMPACT! 


MAGAZINE IMPACT! 
September to Christmas coverage with full color selling 
spreads and pages in Life, Look, Saturday Evening Post, 
Reader’s Digest, American Legion, U.S. News and World 
Report. A combined per issue audience of 134,000,000. 


September to Christmas coverage of over 100 top mar- 
kets using a combination of daytime, early-late evening 
and prime time spots over selected ABC, CBS, NBC and 
independent stations. 
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CUSTOMER IMPACT! 
Millions and millions of customers will read, see and hear 
about, want to know about, the new Norelco Speedshaver 
with ‘Floating-Heads’. Let them know you have it! Use 
the many displays, brochures, mailers, catalog sheets, 
etc., which Norelco has available for you. 


NEWSPAPER IMPACT! 
September to Christmas coverage in over 110 big-city 
newspapers — plus Sunday supplement ads in This 
Week Magazine — plus campaigns in over 800 home 
town newspapers. All this and local retailer co-op too! 















o be followed by a spectacular full-color Christmas oift spread. 


A COMPLETE LINE OF 


ROTARY BLADE SHAVERS 


FOR EVERY CUSTOMER NEED 


NEW NORELCO SPEEDSHAVER (Model SC 7912) 
only $24.95 AC/DC with travel case 


World’s largest seller. Famous rotary blades under whisker 


combs get every whisker. F lip-top head springs open at the pusn 
of a button for easiest cleaning. 


NEW LADY NORELCO (Model SC 7788) 

only $24.95 AC/DC with travel case 

Fast, silky-smooth grooming with famous twin-head rotary 
blade shaver. Flip-top cleaning. Never pinches or nicks tender 
skin of underarms or legs. In misty pink, gray and gold. 


NEW NORELCO SPORTSMAN (Model SC 7779) 

only $24.95 with plaid case 

{uns on ordinary flashlight batteries or 6 or 12 volt car lighter. 
Comes complete with metal mirror, weather-proof travel case 
and battery holder. Gray and maroon. Shaves anywhere. 


NEW NORELCO COQUETTE (Model SC 7787) 

only $17.50 AC/DC in Parisian case 

The glamour razor with the gentle stroke of luxury. Revolu- 
tionary new lipstick design fits your hand easily. It’s pink. It’s 
pretty. It’s perfumed. In shell pink touched with gold. 


NORTH AMERICAN PHILIPS COMPANY, INC. 


100 E. 42nd St., New York 17, N.Y. Norelco is known as PHILISHAVE 
in Canada and throughout the rest of the free world. Other products: 
Radios, Radio-Phonographs, Tape Recorders, Dictating Machines, Medi- 
cal X-ray Equipment, Electronic Tubes and Devices. 


Speedshaver is the registered trademark of: NORTH AMERICAN PHILIPS COMPANY, INC. 
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DATELINE EUROPE: 


A Pieture 
Report... 


... on Larry Wray’s seven-week trip 
to Europe this spring. In his first 
15 “Dateline Europe” columns, EM 
Week’s editor has outlined market- 
ing techniques and merchandising 
problems in England, France, Ger- 
many and Italy. Next week he re- 
turns to observations on Germany. 


ON ITALIAN SALES FLOOR, Wray, Angeletti 
and Dr. Gianni Baumberger, right, 
Zenith representative in Italy. look 
over a stereo combination. 











IN A MILAN MUSIC STORE, Wray and Italian publisher G. Bruno 
Angeletti try out “armchair stereo” with speakers built 
into the wings of the chair. 


™ 


DEMONSTRATION OF MASTER control panel by store manager AT PARIS LUNCHEON meeting of French re- 
brings question from Wray. Looking on are Angeletti, frigerator manufacturers, Wray chats 
left, publisher of “Radio Industria” and “Elettrodomestica,” with host Bertrand Strauss, president 
and Dr. Baumberger. of Societé Fianciere d’Importation. 


IN ANOTHER EDITOR’S CHAIR, Wray visits with Dr. Ugo Rainiero de Pol, BRIEF TIME OUT for sightseeing in Rome finds Wray outside 
center, publisher of Italian electrical weekly “UVEco.” At left is Gene Colosseum. Says Wray: “The taxi turned out to be more 
de Raimondo of McGraw-Hill World News Bureau in Milan. picturesque than speedy.” 
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TUESDAY EVENING BQ GQuUT at 


PH LCO | 8 to 8:30 PM EDT 


over the nationwide 
CBS-TV Network 


brings you the exciting, glamorous 


Miss America 
Preview Parade 


Direct from the Boardwalk in Atlantic City, N.J., millions 
of viewers will see all 54 Miss America contestants—girls 
from every state, floats, music, marching bands—mile after 
mile of color, pageantry! Special attractions! Special guest 
stars! And the American debut of the all new HI-SPEED 
PHILCO-BENDIX DUOMATIC washer-dryer combina- 
tions! Dramatic PHILCO COOL CHASSIS TV reliability 
demonstrations! All new PHILCO MISS AMERICA 
SERIES Mastercraft TV line! 


... prelude to a nationwide Philco 


“GUESS MISS AMERICA” CONTEST 


that will bring TRAFFIC, SALES and PROFITS to your store! 


As an extra plus, viewers of the Miss America parade—millions of cus- 

tomers—will be reminded there are only a few days left to enter your 
“Guess Miss America’ Contest. This year your prospects and customers 
may compete not only for local prizes, but also participate in a National 
Contest in which the winners will be awarded luxurious new Miss America 
Series Philco television sets, including the Philco 4828, shown here. 





ei 


: PHILCO 4828 “THE MISS AMERICA 
ame =©TRADITIONAL” in Mahogany cabinet 





1/5 


MISS AMERICA CONTEST KIT with photos of all 54 contestants 


Colorful Contest Material is at your Philco 
Distributor! Tie in! Buy in! Push Philco toward 
" =” your customers! We’re pushing your customers 


1 Onby Pies ree : ; ii spe, 
FOR THE MOST ADVANCED FEATURES IN TV, APPLIANCES 


oe loa eed gt LCC) 
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PHILCO 10 bei 12 Midnight cor 


over the full CBS-TV 
nationwide 


Miss America network 
Pageant Finals 


Yes, for the 7th straight year, PHILCO kicks off the Fall 
Selling Season to the biggest commercial TV audience on 
the air... the finals of the Miss America Pageant, direct 
from Atlantic City, N.J. The climax of a full week of com- 
petition in beauty, talent and personality ... the crowning 
moment when Miss America 1961 is chosen... brought to 
over 70 million* viewers by PHILCO, together with the 
story of the sensational new Phileco Miss America Series TV 


and the amazing Phileo Reverbaphonic Sound System! 
*Estimated 











brings you the breathtaking, suspenseful 








Take part in the nationwide 
Philco Dealer 


PAGEANT OF VALUES 


Mastercraft Collection “Drop-In” Wireless New Reverbaphonic SA LF! f 














Miss America Series TV Remote Control Sound pee 

—_ s finest te ng on n quality, Another Philco ‘“‘First’’! No a sell First from Phi — a elo we nt that 1-2 follow-thru 
in per ie rmanc ih Me nce aa poe — Y, many Philco TV con sole ps with yliee ut puts the ried hi = living room, It’s a sure-fire our share of 
in ndcraft ‘he solid woo - and v wireless tuning. Just install “eeuive with the w sound in . It’s the step that will get you y iro 
hig Mis «Amer Modern, shown above, Philco ‘‘Drop-In’’ emp har stereo, in a wi ide a rice « i note, the millions of customers exp 

just one xarmple tre rom the Philec Remote in 10 min- == eg “Directa” ncluding the Philee » 1930PR, shown above. to Philco’s — advertising‘ 
Ma stercraft Co lle ction for 1961—all with utes. Complete in- A \ =F Remote Tie-in your store : Deets up your 
Pate i ed Philex »Co ol Cha assis Constructio ventory flexibility. at Control odd dual ' Make sure of yours share! 








Colorful tie-in SALE KIT available— 
call your Philco Distributor NOW! 







YOU NEED 
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HERE'S THE ALLNEW cSiébedtn FLOOR CARE SENSATION ff 
the hottest, traffic building, volume building 


floor care money-maker in pescvedl 





















ALL PURPOSE / TWIN BRUSH 


RUG CLEANER AND 
FLOOR CONDITIONER 


Sianbeam 


QUALITY 
FLOOR 








CLEANS 





ADJUSTABLE 





2 NYLON 2 REVERSIBLE 2 RUG CLEANING 
SCRUBBING BUFFING —POLISHING RUG CLEANING 
PADS PADS BRUSHES ATTACHMENT f 


ALL-NEW MONEY-MAKING STEP-UP 


/ 
el ony Sunbeam OFFERS vewxe SENSATION! 


AMERICA’S MOST COMPLETE | 
FLOOR CARE CENTER] SWMbeam | 








AUTOMATIC 


RUG CLEANER AND 


* | 

| RREE y FLOOR CONDITIONER = 
- Complete floor care unit, Deluxe in every detail! including == 

real i 








Two of America’s greatest = 
merchandising names Sunbeam and = 
Johnson's Wax offer a complete ey oe” == 
Sar wine canter Ser yet meneimnar®. 2 HEAVY-DUTY 2 LONG-LIFE 2 SPECIAL LAMB’S WOOL ES 
You become professional floor care SCRUBBING POLISHING RUG CLEANING BUFFING = 
counselor. Profitable add-on Johnson's BRUSHES BRUSHES BRUSHES PADS 
Floor care products. Profitable, or 

& PLUS! ADJUSTABLE RUG 





haere ——- oe business. a 


“CONTAC YOUR cSianbbeain FLOR CARE DISTRIBUTOR NOW! Illia 


CARE DIVISION e Dept. 278 ¢ 5600 Roo 












SUNBEAM CORPORATION, FLOOR < 











but she set the production record sien 


This modern mill at J & L’s Cleveland Works rolls out orange-hot 
slabs of steel at the rate of over 5,000 tons a day. That’s enough steel 
to make 40,000 refrigerators, 45,000 ranges, 50,000 clothes dryers, or 
80,000 dishwashers— quite a production tally for those men up in the 
control booth, But the biggest production trophy should go to the 
modern American mother in our make-believe kitchen. Each vear 
she washes, dries and folds 2,600 pounds of laundry, prepares and 


serves 4,100 meals and does over 21,000 dishes—without a maid. 
Luckily, like the steelworkers at J & L, she has the finest machines to 
help her. She has a bright, beautiful and frost-free refrigerator and 


freezer combination. Her automatic range turns itself on and off. 


Steel This Steelmark identifies products made 


’ of steel—look for it when you buy. 


bastes the roast or spins the shish-kabobs, while she folds the cleaner, 
fluffer laundry turned out by her automatic washer and dryer. And. 
after supper’s over, the automatic garbage disposer and dishwasher 
under her gleaming stainless steel sink speed-up the clean-up so she 


can spend more time with her family. 


She’s a modern wonder—and the modern wonder of sturdy steel appli- 
ances helps make her production record possible. Products made of 
steel are strong. durable, efficient—a better value today than ever 
before because industry has invested fortunes in 
research and equipment to make its production 


as efficient as the lady in the kitchen. 


Jones & Laughlin Steel Corporation 


PITTSBURGH, PENNSYLVANIA STEEL 


TO THE APPLIANCE INDUSTRY: 


Of your countless contributions to our culture, 
appliance manufacturers can be especially proud of 
one: you have almost singlehandedly freed the 
{merican woman from household drudgery. 

The steel industry has worked to keep pace u ith the 
continuing growth of the appliance industry, and 

last year provided you with more than 1'2 million tons 
of standard and specialty steels. Typical innovations 
have been the introduction of cold rolled sheet 

steels capable of being formed into complex shapes; 
perfection of the manufacture of steel in wide 
continuous strips; advances in alloy steels and in 
heat treatment techniques. 

Jones & Laughlin is constantly seeking new ways to 
make better steels for better appliances. In the last 

10 years alone, J & L has invested about $700 

million in new plants and equipment to provide the 
appliance and other industries with the special, 
custom steels your improved products require. 

In this corporate advertisement, which will be viewed 
by 20 million appliance-purchasing Americans, 

we at Jones & Laughlin Steel Corporation hope to 
remind the American people how much better 

their lives will be in the ’60’s—thanks largely to better 


appliane es made of steel. 





THE 
APPLIANCE 
INDUSTRY 
AND 

J&L STEEL 


“When you put in the 
Payroll Savings Plan... 
How did it affect company 

stock purchases by 
your employees?” 
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“Not a bit, Al! You see. quite a number of our people had 
never made any investment of any kind through regular de- 
ductions. When we put in the Payroll Savings Plan for U.S. 
Savings Bonds we gave many of them a brand new idea. 
Automatic saving! 

“Our State Savings Bonds Director did a grand job of 
cooperating with us. He helped us organize a company-wide 
campaign that reached every man and woman on our pay- 
roll. It was explained to each employee—personally—that 
with just one signature on a card he could arrange to buy 
the new 3°4,% Savings Bonds, regularly. We got a splendid 
response, and we found that our Company stock purchases 
increased, too!” 

Leading American companies in every one of our 50 
states find that substantial employee participation in the 
Payroll Savings Plan is a sound builder of esprit de corps. 
People like to feel that they belong—to their company group 
and to the group of millions of patriotic Americans who 
are contributing to our Nation’s Peace Power. Contact 
your State Savings Bonds Director for prompt, under- 
standing help in spreading Payroll Savings information, 


pers« yn-to-person, 


























THE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE. 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Hotpoint 1961 laundry line e Roper drop-in gas sur- 
face units e Capehart transistor radios e Tele-Tone 
and Birch radios and phonos e Clairtone stereo hi-fi e 


Roxy and Stradolin organs 


a 


HOTPOINT 1961 Laundry 


For 1961, Hotpoint home laundry line 
offers 2-lines-in-1: a cantilever styled 
line called Free Span and a deluxe 
line. Free Span has 3 matched wash- 
ers and 3 dryers; Deluxe has 4 
matched washers and 4 dryers. In 
addition, a special “limited edition” 
fully programed washer and dryer 
called Custom Crest in Windsor gray 
with special color-styled interior is 
offered, as the style leader of the 
Free Span series. 

This washer is fully programed and 
makes all necessary decisions for 
complete washing, rinsing, agitation 
and spinning from silks to work 


Line 


lights above control indicate exact 
phase of cycle. Other features include 
automatic dual dispenser, which au- 
tomatically adds right amount of con- 
centration or liquid bleach to wash or 
softener to rinse. An automatic rinse 
temperature control permits selection 
of warm or cold rinse water in any 
of the “touch command” cycles, and 
a wheel-type dual detergent and dry- 
bleach dispenser are also included. 
The cannister-type lint filter that 
rides on agitator post and stays com- 
pletely underwater is retained. Oth- 
er features carried over from last 
year are the all-porcelain finish in all 


Deluxe washer LW 190 in Free Span 
line which will be in unlimited pro- 
duction is fully programed with de- 
luxe features on most expensive mod- 
els: 12 pushbuttons; “touch com- 
mand”; automatic dual dispenser for 
bleach and rinse; automatic detergent 
and dry-bleach dispenser; automatic 
rinse temperature control; cannister- 
type underwater lint filter; 10-lb. 
capacity; cold water overflow. 

LW 180 has a special triple cycle dial 
to select right setting for clothes with 
different amounts of soil, (light, reg- 
ular or heavy); dial in each cycle to 
compensate for low water pressure; 
11 pushbuttons; “touch command” 
automatic dual dispenser; automatic 
detergent dispenser and rinse temp- 
erature control. 

Three other pushbutton automatics 
are LW 170 with 4 speeds; LW 160, 
2-speed washer (LW 106 with suds- 
stor) and budget priced LW 141. LW 
170, 180 and 190 come in white, pink, 
yellow, turquoise, woodtone. 

Two condenser and 5 “speed fiow” 
dryers include LB 195 and LC i195 
(vent free condenser models) to 
match Custom Crest LW 195, and 
come in Windsor gray only. Both are 
fully programed with “touch com- 
mand.” 

New “speedflow” dryer has a lint 
screen in front, below inside of door. 
Screen can be cleaned in less than 
30 secs.; can be serviced from front 
with only 6 mechanical parts. Other 
features include extra step eliminator, 
toe-touch door opener, interior light, 
safety start button, cycle indicator 
lights; 20-lb. damp-dry tub capacity. 
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CUSTOM CREST WASHER AND DRYER—t™ 


capacity; 3 separate programs for all- 
fabric drying; accessible lint screen in 
LB 190; toe-touch door opener and 
interior light. 

Three other dryers, LB 180 Free 
Span and Deluxe LB 170 and LB 160 
match companion washers. LB 160 is 


clothes at touch of button. Master 
control panel houses 14 pushbuttons 
for programs that perform all the 
work. It retains the “touch command” 
feature introduced last year, and 4 


models, coaxial transmission, flush-to- 
wall installation, 1-piece wraparound Free Span series are 2 dryers, LB 
construction, top loading, operating 190 “speed flow’ and LC 190 (vent 
instructions on lid, and smooth wall free condenser). Both have “touch 
spin tub. command” programed drying; 20-lb. 


Matching the deluxe washers in the a budget priced 115v model with 3 
pushbutton temperature control in- 
cluding no heat fluff drying, wrinkle 
free wash-and-wear drying. Hotpoint, 


5600 W. Taylor St., Chicago 44. 





“CLA NE... The MOST 


REFRESHING and NEW LINE 
to enter the American market; 


AND WE HAVE 
AN EXCLUSIVE FRANCHISE!” 


So says JACK TOOMBS, Vice-Pres. GRINNELL BROS. 


AIRTON 


The components used in the CLAIRTONE 
consoles represent the choice of the world’s finest 
electronic equipment. 

e from SWEDEN —a specially developed am/fm 
tuner 

e from ENGLAND — E.M.I. speakers with alum- 
inum cone centers; ACOS cartridge; and 
GARRARD transcription changer with a 4 lb. 
professional turntable 

e from CANADA —the exclusively 
dual amplifiers and pre-amplifiers 


e from the U.S.A. — SHURE magnetic cartridge 


Are You the One Dealer 
in One hundred who values an 


EXCLUSIVE 
FRANCHISE! 


PREPAID FOB EIGHT STRATEGICALLY LOCATED WAREHOUSES 
IN THE UNITED STATES 


TWO HOUR NATIONAL SHIPPING RELEASE 

LIMITED FRANCHISES TO SELECTED DEALERS 

CONSUMER WARRANTY SERVICE 

NATIONAL, LOCAL ADVERTISING AND PROMOTION CAMPAIGNS 


FOR FURTHER INFORMATION WRITE: CLAIRTONE OF CANADA, 1780 BROADWAY, 
NEW YORK 19, N.Y. OR CALL PLAZA 7-2430 IN NEW YORK CITY 

















developed 








e All units with diamond stereo stylus 


e Output — from 25 to 60 watt peak 


¢ Cabinets of the finest Canadian walnut or golden 
teak wood — oiled and hand rubbed 
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BVI Knife Sharpener 
A light, compact, “hand-hold” hone 
strokes knife blades 7200 rpm; gentle 
honing action keeps cutting edges 
keener; guide slots automatically 
sharpen blade at correct angle. Ivory, 
chrome and russet. $12.95. Burgess 
Vibrocrafters, Inc., Grayslake, Il. 





PURITRON Hand Dryer 
Stands on table or hangs from wall 
bracket; full-size pushbutton dryer, 
shuts off automatically after 40 sec.; 
360-deg. swivel nozzle; white baked 
enamel with chrome; weighs 15 lbs. 
Price, $49.95, Puritron Corp., 15 Stiles 
St., New Haven, Conn. 





ELECTRICAL MERCHANDISING 


ROPER Drop-In Gas Unit 


A “staggered” drop-in gas cooking 
unit is announced by Roper. 

The drop-in surface units are avail- 
able with 4 hi-speed Circle-Simmer 
burners or a combination of 3 such 
burners plus the Flame-set Tem-Trol 
burner-with-a-brain automatic top 
burner with sensitized element that 
controls the flame size up or down 
to hold temperature at pre-set level. 
It operates to make any ordinary pan 
or skillet perform like an automatic 
cooking appliance. 

The offset placement of burners in 
“staggered” layout provides handy 
landing space for utensils when they 
are removed from burners. 

Easy, low-cost installation is a de- 
sirable feature. 

Valves are grouped in a single top- 
mounted control panel with decora- 
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tive raised bezel. Drop-in units fea- 
ture a 1-piece. porcelain enamel 
burner box. All units, both “cluster” 
and “staggered” are available in satin 
chrome or decorator colors. Geo. D. 
Roper Sales Corp., Kankakee, Ill. 








THERM-O-W ARE Purifier 


Model No. 900 kills stale odors, filters 
out dust and smoke. Features include 
removable filter, impeller type blow- 
er; modern design in gardenia white 
and walnut to blend with every 
decor; soft glow signal light indicates 
unit is on; 115v. Suitable for kitchen, 
bedroom or office; less than 5 Ibs. 
Therm-O-Ware Electric Corp. Div. 
Frigid Inc., 869 Rockaway Parkway, 
Brooklyn 36, N. Y. 













CAPEHART 


Transistor Radios 









Capehart 1960 transistor radio line 
includes a 7-transistor AM shortwave 
model, an 8-transistor and 2 6-tran- 
sistor units. 
The 7-transistor AM shortwave set 
features a detachable telescoping an- 
tenna for additional shortwave range; 
2 earphone jacks; 4 penlite batteries; 
2-tone case. 
The 8-transistor unit has ferrite loop- 
stick antenna; 2 penlite batteries; rust 
and ivory or black case. 
The 6-transistor models, deluxe slim- 
line and standard, have 9v battery; 
beige or black and black or red case. 
All models have magnetic earphone, 
hand-stitched top grain cowhide car- 
rying case with shoulder strap, most 
have earphone carrying case. 
Prices, from $29.95 to $59.95. Capehart 
Corp., Richmond Hill, N. Y. 
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A complete line of heaters 


Toastmaster’s New Super De Luxe 
PUSH-BUTTON HEATER 
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FEATURING “HMEAT- 
INTENSITY- 


This handsome new heater offers a choice 
of medium (1100-watt) or strong (1320- 
watt) heating action at the touch of a but- 
ton. Extra reserves of heating power also 
instantly available by merely touching the 
1650-watt button. Produces both radiant 


and forced-air heat. Bottom button gives 


SELECTOR” 


@ Now—Positive on-off control! 

@ Now—Vary heat output at touch 
of a button! 

@ Now—Reserve power for heav- 
ier heating loads! 

@ Now—Three “Instant Heat" ele- 
ments! 


positive OFF. Rich gold-color grill and 
frame. Brushed gold 
color control panel. 
Built-in carrying 
handle. Tip-Over 
safety switch. 


MODEL 9D1 


3.995" 


Same pushbutton heater with lower wattage. 
Buttons give 1320W, NlOOW and 
900W heating action. Model 9D2 


$3995" 








... only 4 models 

















DELUXE 
2-ELEMENT 


AUTOMATIC 
HEATER 


Toastmaster’s exclusive ‘‘Instant 
Heat”’ elements are hot as soon as 
they’re turned on! Heater provides 
both radiant and blower-forced heat. 
Automatic thermostat control. Tip- 
over safety switch. 


1650- or 
1320-W. 


MODEL 9A2 +9 995° 


POPULAR PRICED RADIANT HEATER 


A real volume seller! Priced 
low, yet has Toastmaster’s 
high quality construction. 
Exclusive ‘‘Instant-Heat’”’ 
ii sigitt radiant element glows hot 
Hitt] ii meme instantly. Safety tip-over 
switch turns heater off if 
upset. 


= ; MODEL ad | oe 


1320-W. 



















SEPTEMBER 5, 1960 






CLAIRTONE Stereo Hi-Fi 


Three stereo hi-fi consoles for the 
American market aré announced by 
Clairtone. Also speaker unit and rec- 
ord storage cabinet accessories. 
“Empress” has 60w amplification; 2 
preamplifiers; Garrard type “A” 
changer; magnetic “Shure” M-7D 
cartridge; 22 tubes; 6 speakers: 2 14- 
in. custom-made extended range oval 
cone woofers; 4 tweeters, by EMI 
(Britain). 
“Princess” has 30w output; Garrard 
“A” changer; Acos stereo cartridge; 
20 tubes; 2 11-in. oval extended range 
woofers; 4 tweeters. 
“Countess” has 25w output; Garrard 
RC-210 changer; Acos cartridge; 14 
tubes; 3 speakers: 2-11-in. oval woof- 
ers; 2 tweeters. 

All have dual amplifiers; diamond 
stylus; 6 knob controls and 12 push- 















CLAIRTONE "PRINCESS" 
buttons; separate AM and FM tuners 
for stereo simulcast and multiplex; an 
electronic built-in balance meter; 
Resotone cells; record storage. Cabi- 
nets are of hand-rubbed walnut or 
teak. 

Prices, “Empress” $745; “Princess” 
$595; “Countess” $425; accessories 
from $75 to $125. Clairtone Sound 
Corp. of Canada, Rivaldo Rd., Toronto, 
Canada, also 1780 Broadway, New 
York City. 





t 
TELE-TONE NO. 4010 AM-FM 


TELE-TONE Radios 


Three new radios are announced by 
Tele-Tone: Nos. 1000, FM; 4010, AM- 
FM; and 4020 AM-FM. 

No. 1000 FM radio: with RF stage is a 
6-tube set including rectifier, ac-dc, 
88-108 mcs; super-powered chassis 
with Alnico V speaker; has ratio de- 
tector and its own attached aerial. 
Sandstone, flame or turquoise with 
antique white or all antique white. 


awsit 
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‘TELE-TONE NO. 4020 AM-FM 
No. 4010 AM-FM has additional RF 
stage on FM; ac-dc, 88-108 mcs; AM 
550 to 1,650 kc; 7 tubes including rec- 
tifier; super-powered chassis with 
Alnico V speaker; ratio detector, built- 
in FM and AM antennas; drift-free 
FM reception; cabinet has hand grip. 
No. 4020 automatic wake-up-to-music 
AM-FM clock radio has an automatic 
“on,” alarm set and slumber switch 
in addition. Tele-Tone Co. of America, 
1668 Webster Ave., New York 57. 












“Instant 


SELLING HEATERS 


t...originated, pioneered and P 








IN THE 


INDUSTRY! 





--. all with exclusive ‘Instant Heat’’ 





COMPACT 
AUTOMATIC HEATER 


“Instant Heat’’ element heats 
up instantly. Tip-over safety 
switch. Positive-pressure cen- 
trifugal blower delivers more 
heat faster. Thermostat con- 
trols temperature, automati- 
cally turns heater on and off. 
Gives both radiant and forced- 
air heat. 


wi0,, JQIS 


*Recommended Retail Prices 


TOASTMASTER DIVISION MeGRAWE 
McGRAW- EDISON COMPANY f i) | SON “4 





Oakville, Ont. 61960 














“TOASTMASTER” is a registered trademark 
of McGraw-Edison Compny, Elgin, Il!. and 


SELL MORE HEATERS 
With this new heater display 


Grey masonite shelves with blue lettering. 
Wrought iron framing. 63” high, 36” wide, 22” 
deep. Designed to hold the Toastmaster “‘flash- 
ing action” unit. Also perfect for displaying 
other Toastmaster appliances as well. 
REGULAR $30 VALUE... now available through 
your Toastmaster distributor. Ask about the 
special Heater Display Deal! Call your Toast- 
master distributor, now! 


"FLASHER UNIT” 
Demonstrates 
Toastmaster ‘‘in- 
stant heat’? when 
customer touches 
button. Won’t 
stay on. Takes 
only 17” of coun- 
ter space. 


SSOSSSSSSSSSSSSSSSSSS SSS SSS SSSSSSSSSSSSSSSSSSSSSOSSSSSSSSSSSSSSSSSSSSSSSSHSESOSS 


STOCK UP NOW! cau your 


TOASTMASTER DISTRIBUTOR TODAY! 


TOASTMASTER 











BIRCH Radio & Phonos 


No. RAC-60 radio combination has 
4-speed VM changer with automatic 
shutoff; plays 7, 10 and 12’s with lid 
closed; intermixes any size, same 
speed record. Dual sapphire-tipped 
styli; 2w, 5-tube superhet radio; 5-in. 
Alnico speaker. Tan and white. 

SD-66 and SD-654, 3-D hi-fi stereo 
models, have VM or Glaser-Steers 


changers with automatic shut-off; 
dual styli needles. SD-66 has a tri- 
dimensional amplifier; 3 speakers; 


removable hinged compartments; 8- 
in. speaker in master unit; 4 controls. 
Metallic gray and bayberry. SA-654 
has 3 controls; silver polkadot on 
black, jet and white. 

SA-550 has 4-speaker system and 
VM or Glaser chang2r; Vaco ST-40 
cartridge;. sapphire-tipped dual nee- 
dle; 2 Alnico V side-hinged front ac- 
cessory speakers; 3 controls; wedge- 
wood or black bayberry. 

No. A60, 4-speed hi-fi, has a 4-speaker 
system; bayberry and mocha or black. 
Prices, from $19.95 to $119.95. Boetsch 
Bros., 115 Cedar St., New Rochelle, 
N. Y. 





BRIEFS 


Newest addition to the Gard-N-Yard 
line is a heavy-duty self-propelled 
Ariens Sno-Thro, a 4%-hp rotary 
snow thrower, with 24x17-in. capac- 
ity; 2-speed, self-propelled feature 
eliminates pulling, pushing, tugging; 
slow-turning, self-cleaning blades 
“auger in” snow and feed to sno-thro; 
high-speed blades work shovel-like, 
throwing snow up to 25 ft. away; 180- 
deg. swiveling discharge is controlled 
by hand crank. Recoil-starting engine 
has 2 forward speeds and reverse. 
Ariens Co., Brillion, Wis. 





Correction 


In the August 1 issue of EM Week on 
page 21, the captions for illustrations 
of V-M’s new portable stereo-phono 
line were inadvertently reversed. No 
309 portable model appears on the 
left, and No. 557 with its auxiliary 


speaker No. 162 appears on the right 
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LNITOR 


The New 
| Front Door 
iN Freezer 


that fits 
under the 
Counter 


MONITOR’S new compact front door freezer, Model F4, the first freezer that con- 
veniently fits under the kitchen counter completely built in or free standing 
34,” high by 23%” wide and 23%” deep. 

Front door wet. gS elit easy access, ample convenient storage in door, ventilated 
shelves, Magnetic oor assures complete seal at all times. No latches to service. 
MONITOR F4 Freezer has full 4.1 Cu. Ft. of storage capacity, enough to store 140 
Ibs. of food. 

THE ONE AND ONLY MONITOR F4 incorporates all the newest engineering 


developments found only in large-size DeLuxe models. 
MON: FOR The “Hot” Appliance Line... 
for the — ow ‘Market 
L 
s s 


. . every American kitchen, apartments, cottages, mobile homes, 
MARKETS UNLIMITED: offices, hotels, churches, motels, boats, etc. s 
SOME PROTECTED DEALER AND DISTRIBUTOR FRANCHISES OPEN CPi 
MONITOR EQUIPMENT CORPORATION 


640 West 249th Street New York 71, New York Gb oles) ob ololet-mEtEny i010) 
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ELECTRICAL 





ROXY Organs 


Two new Roxy organs are announced 


by Roxy Organ Corp.: the Concert 
Grand and the Spinette Grand. Made 
in Castelfidardo, Italy, each model 





MERCHANDISING WEEK 
has 37 numbered full piano size keys; 
3 full octaves from C to C; elec- 
tronically tuned reeds; noiseless key 
movement. 

Spinette has vibrato control, pedal 
swell control and Swedish stainless 
steel electronic reeds that are indi- 
vidually tuned for perfection of 
sound. Will not warp or rust. Base 
section has 40 lettered chord buttons 
on 5 rows. Cabinets come in mahog- 
any or walnut finished in polyester 
with matching music rack, measuring 
32x33x15 in. 

Concert Grand has 5 register controls 
giving complete range for noiseless, 
rich mellow tones, vibrato, pedal 
swell, Swedish stainless steel reeds; 
mahogany or walnut cabinets with full 
piano hinged lid which serves as a 
music rack and measures 351x34x- 
15% in. Roxy Organ Corp., 47 W. 63rd 
St., New York 23. 





STRADOLIN Organs 


Stradolin announces 5 new organs: 
Console 12 Stradolin organ is a low- 
priced console.model with Swedish 
steel reeds; 34 adult-size keys; 12 bass 
chord buttons, 6 major and 6 minor. 
It weighs 21 lbs.; has mahogany hard- 
wood cabinet with mahogany-finished 
simulated leather. Operates on 60- 
eycle 110/120v ac. 

Console 40, a 40 bass electric chord 
organ has adjustable volume control; 
full-to-floor cabinet; 34 adult keys. 
The bass chords consist of 8 major, 
8 minor, 8 sevenths, 8 fundamental 
bass and 8 counter bass chords. Swe- 
dish stainless steel reeds, 3 sets for 


basses, 1 for treble; weighs 24 lbs.; 
on/off switch. 
Portable organs include a 12, a 40 


regular and a 40 deluxe. All have 34 
keys. The 12 has 12 bass chord but- 





tons; the 40’s similar to the Console 
40, with legs instead of cabinet. 
Price, Console 12, $114.95, bench 
$14.95 extra; Console 40, $144.95. 
Stradolin Corp., 561 6th Ave., New 
York, N. Y., exclusive distributor. 












NEW REPLACEMENT CUSTOMERS 
CAN INCREASE YOUR SALES. ... 


There are 


pluc profits 


in Paragon 
appliance 





Appliance retailers in central- 
cities are continually losing white 
customers to suburban shopping 
centers. As a vital’replacement, 
central-city appliance stores are 
now increasingly dependent upon 
brand-conscious Negro custom- 
ers, who spend up to 19% more 
on a per capita basis for all types 
of appliances. 

This population change-over has 
been so rapid that some market- 
ing men are amazed to learn that 
Negroes now account for well 
over 53% of the total population 
of Washington, D. C., 31% of 
Newark, 27% of Detroit and 36% 
of New Orleans. In light of these 
changes, your media and big-city 
marketing strategy must be re- 
evaluated. 

EBONY Magazine is purchased 
by more Negroes and has more 
“effective” local coverage of this 
untapped potential than any 
other visual medium. 

Why not help these central-city 
retailers boost your brands by 
19%? Write for Booklet HF, “ Re- 


tailers Are Losing Your Customers.” 


[EBONY 


“Your Central City 
Magazine 


NEW YORK 
CHICAGO 
LOS ANGELES 





Write: 


PARAGON 


ELECTRIC COMPANY 






1638 Twelfth St. + Two Rivers, Wis. 
TIME 1$ MONEY — CONTROL IT WITH PARAGON 











INDEX TO ADVERTISERS 
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MAJOR APPLIANCES 


Blackstone Corp. 12 
Edison, Thomas A., Div. of 

McGraw-Edison Co. 5 
Gibson Refrigerator Div. of 

Hupp Corp. iO). 14 
Jones & Laughlin Steel Corp. __21-23 
Maytag Co. 32 
Monitor Equipment Corp. 28 
North American Philips Co. 13-16 
Sunbeam. Corp. 20 
Waste King Corp. 9 
Westinghouse Electric Corp.., 

Home Laundry Div. 3| 
Whirlpool Corp. 30 
HOUSEWARES 


Paragon Electric Co. 28 
Toastmaster Products, 


McGraw-Edison Co. 26, 27 
HOME ELECTRONICS 
Channel Master Corp. 6, 7 
Clairtone of Canada 25 
Hoffman Electronics Corp., 

Consumer Products Div. 29 
Philco Corp. 18, 19 
OTHER 


Colson Equipment & Supply Co. 29 
Electronics, Inc. 29 


Johnson Publishing Co. Inc., 


Ebx ret Magazine 8 
Mend-It Sleeve Mfg. Co. 28 
National Treasury Dept. 24 
This index is published as a service. Every care 


s taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 


bility for errors or omissions 
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repairs and splices quickly, 
cheaply. § sizes 





Just insert wire 
ends and crimp WRITE FOR CATALOG 
tight with ordi 


- & FREE SAMPLE 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Glorio Terrace Lafayette, California 
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FACTORY SALES 
appliance-radio-TV index (1957 = 100) 


RETAIL SALES 
total {$ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
ewed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


115 


18.3 


328 


277 


21 


14.1 


39.2°* 


18.7+ 


354.3+ 


25.8+ 


68,689 





Preceding 
MONTH 


112 


18.6 


334 


276 


28 


126.8 


41.4°* 


18.9+ 


347.0+ 


23.1+ 


68,579 





A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


110 


18.3 


333 


283 


31 


149.7 


18.3** 


19.0+ 


338.3+ 


24.8+ 


67,594 





THE YEAR 
SO FAR 


4.5% up* 
{April 1960 vs. 
April 1959) 
no change 
(July 1960 vs. 
July 1959) 
1.5% down 
(June 1960 vs. 
June 1959) 


2.1% down 


(June 1960 vs. 
June 1959) 


32.2% down 
(July 1960 vs. 
July 1959) 
23.8% down 
(July 1960 vs. 
July 1959) 
114.2% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


47% up 
(2nd gtr. 1960 
vs. 2nd qtr. 1959) 
40% up 
(2nd gtr. 1960 
vs. 2nd qtr. 1959) 
1.6% up 
(July 1960 vs. 
July 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 


Figures are for week ending August 27, 1960 and preceding week (revised). 


+ Figures are for quarters. 


+ + Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DISHWASHERS 





DRYERS, Clothes, Electric... 





ESTES See eee ae 
PHONOGRAPH SHIPMENTS 
PHONOGRAPH RETAIL SALES 


RADIO PRODUCTION (excludes auto) . 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 
REFRIGERATORS... 
RANGES, Electric—Stondord.._.. caikl 
Built-in... ssceniaicagilen 
RANGES, Gas—Stondord... 
SSL RO ee 
VACUUM CLEANERS 0 
WASHERS, Automatic & Semi-Auto. 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS... 
WATER HEATERS, Electric (Storage)... 
WATER HEATERS, Gas (Storage)... 





1960 1959 % 
(Units) (Units) Change 

June 41,600 46,600 —10.73 
6 Mos. 277,600 240,400 +15.47 
July 50,264 66,791 —24.14 
7 Mos. 362,592 406,601 —10.82 
July 22,316 28,457 —21.58 
7 Mos. 192,585 196,068 — 1.78 
June $9 300 64,500 — 8.06 
6 Mos. 363,600 350,400 + 3.77 
June 106,500 127,600 —16.54 
6 Mos. 574,300 653,000 —12.05 
June 267,700 197,876 +35.29 
6 Mos. 1,803,018 | 1,495,621 +20.55 
June 210,264 167,961 +25.19 
6 Mos. 1,861,190 | 1,531,276 +21.55 
Week Aug. 19 168,546 191,709 —12.08 
33 Weeks 6,259,525 | 5,311,346 —17.85 
June 702,889 | 678,195 + 3.64 
6 Mos. 3,878,358 | 3,158,881 +22.18 
Week Aug. 19 119,916 137,683 —12.90 
33 Weeks 3,556,694 | 3,539,584 + 48 
June 371,661 344,795 + 7.19 
6 Mos. 2,657,527 | 2,263,957 +17.38 
June 308,500 361,000 —14.54 
6 Mos. 1,777,700 | 1,866,300 — 4.75 
July 89,200 116,900 —23.10 

7 Mos. 844,600 925,900 — 8.78 
July 24,200 26,800 — 9.70 
7 Mos. 200,900 187,300 + 7.26 
June 125,000 133,700 — 6.51 
6 Mos. 753,700 809,000 — 6.84 
June 42,200 37,200 +13.44 
6 Mos. 176,600 160,400 +10.10 
July 223,008 221,232 + .80 
7 Mos. 1,905,476 | 1,932,422 — 1.39 
July 174,608 251,300 —30.52 
7 Mos. 1,403,460 | 1,621,539 —13.45 
July 43,047 66,763 — 35.52 
7 Mes. 416,901 506,709 —17.12 
July 8,974 9,665 — 7.15 
7 Mos. 88,840 96,914 — 8.33 
June 58,300 80,600 —21.67 
6 Mos. 351,200 437,100 —19.65 
July 260,200 245,100 + 6.16 
7 Mos. 1,615,700 | 1,787,500 — 9.61 














FIGURES OF THE WEEK e 29 








scuff-proof aluminum carrying cases in handsome 


colors. Get the inside story on the new 
omens Has tiny an 
Suivons Hoffman °6GI COMPACTABLE 19 


See Paris with 
Hoffman next May 


kkekebkek kkk ese 
Fly SAS Jets in Ist Class Luxury 
KEKKKKKKK Ky 





° 


There’s no TV, 
Stereo Hi-Fi, Radio... 
quite like Hoffman 


Hoffman Electronics Corp. 
6200 S. Avalon Boulevard 
Los Angeles 3, California 








Sources: NEMA, AHLMA, VCMA, EIA, 


GAMA. 





It's $0 easy 


i Comme (-11h-1 ae-1e) o)it- late 
with an 


EASLOAD 


Safely handles an 
800 Ib. load 













Cut delivery costs with 


\ Easload. The only truck 
" that takes the weight 
\ off the man and 


he balances it on large 
\ retractable wheels 
where it belongs. 


* Tubular slide runners 
¢ Protective rubber 
pads 


* Positive ratchet- 
type cincher 
« Large ball 
bearing wheels 
cushioned on 
10x2.75 tires 


Order Easload today —- on MONEY BACK GUARANTEE 
of satisfaction (FOB L. A.)...only $57.50 
Colson Equipment & Supply Co. 

1317 Willow Street, Los Angeles 13, California 


EASLOAD APPLIANCE TRUCKS 











HE RECONDITION REFRIGERATORS, 
HE CLEAN AIR CONDITIONERS 


BS and dissolve at a blast stubbon grease, 





grime and molds. Rejuvenate rubber, dis- 
infect and deodorize refrigerators inside and 
out. Clean condenser and buff the finish for 
painting. Clean air conditioning units, vapor- & 
aa and condensers without bending fins 


All in a matter of minutes! a 
aCENTURY 
ESTEAM CLEANER® 

GUARANTEED for LIFE! 

Bast — develops 80-100 Ibs. of steam in 
seconds! “é 


OIL FIRED. — hag day’s operation with one 
ing. Gas model available. 

ABSOL sable Y SAFE a aml pop-off valve, 
isible steam gau 

FULLY AUTOMATIC — Just push the start 


utton 
PRACTICALLY SERVICE FREE = 
HOT WATER RINSE 

Contact your manufacturer's service dept. or g 


send in this coupon today! 


@ ELECTRONICS, INC. 
# 1201 East Cherry, Vermillion, S. D. 
00 Enclosed is ad worth $80. Please send 


e full information on Century offer to 
authorized appliance dealers. 





| & Ship _Century motor cleaner. En- 
closed is check for $249.00 less 3% dis- 
count. 

() I am interested in a dealership for steam 











cleaners. 
. ‘ 
ee ee 
s 
ee Eee ener earn ee a at 
Sec eeacceem ca & 
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TAKING STOCK. 4 quick took at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 


exclusive service for readers of EM WEEK. 


“EEL | TTT 

Months ver gs 
a4 Averages of the 52 Stocks 
Listed Below 
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STOCKS AND DIVIDENDS 1960 | CLOSE | CLOSE NET 
IN DOLLARS HIGH LOW | AUG. 22|AUG. 29] CHANGE 
NEW YORK EXCHANGE 
Admiral | 23% 145% | 15'/g | 1514, Ns 
American Motors | 29'/2 20%, | 23%, | 22%, — | 
Arvin Ind. | 27\/ 18% | 20% | 20% — 
Borg Warner 2 | 48 34, | 364g 36%, — 4 
Carrier 1.60 | 41% 27, | 29% 323% + 2 
CBS 1.40B | 4514 365% | 40% 39!/, — h 
% Chrysler | | 71% 40 | 42% 43!/2 + > 
\ \ . Decca Records 1.20 | 35% 17% | 34 33%, — 
\ : Emerson Electric | | 50 33 | 45% 47¥, +2 
' iN \\ \ Emerson Radio .50F 22'/, 11, 15% 155%, — 
\\ a Fedders | | 20% 16% | 18 175 — % 
\ General Dy. 2 , 5834 38 444 44\/, = = 
General Elec. 2 997/g 79 83% 84!/, + ¥ 
General Motors 2XD 557/, 43 451 45\/, — % 
I General Tel & El .76* | 34'/, 27 | 2954 30% + % 
Hoffman Elec. 60 30!/, 18Y/, | 25! 243, — 
Hupp Corp. .37T 131/, 75, | 855 9l/g + 
Magnavox LXD | 55 31% | 50 483/, — I% 
Maytag 2AXD | 441/, 31 35%, 35 — % 
McGraw-Edison 1.40 453/, 33, 37%, 36 —I%, 
Minn. M&M .283H* | 88 65 76 72% — 3% 
Montgomery Ward 2 553% 31'/ 35% 311, — 3% 
Monarch .2EO 197s 12% | 13 131/g + 
Motor Wheel | 23% 14 153%, 15 — % 
Motorola 2* 98 75\/g 84 841/, + i, 
Murray Corp. | 28%, 245, 26%, 26!/, — ih 
Philco 4G | 38%, 23% 259. 25 — = 
RCA 1B 785 59\/2 62!/, 627 + 
Raytheon 2.37T 53% 35!/, 384, 41/4 + 2% 
Rheem .60 287%, 155% 19 17/2 — I, 
Ronson .60 124, 9%, i 105% — %¥ 
Roper GD 21/4 14!/, 18 17!/2 — I, 
Schick 16% 91/, 10'/g 105% + A 
Siegler Corp. .2OR 43 29, 34 37 + 3 
; i Smith A. O. 1.60A 53% 33% 42's + 
The reason for our fast delivery is automated order Sunbeam 1.40A 64!/2 48, |. 54 i +1 
filling. The stock of thousands of replacement parts for “oem co a" p / sai ae | _ 4 
RCA WHIRLPOOL home appliances is controlled by IBM- Whirlpool 1.40 34% 22. 25/2 on | me 
RAMAC, an advanced electronic system which makes “im- Zenith 1.60 127% 89!/g 121 125 +¢ 
possible” shipping schedules a reality. AMERICAN EXCHANGE 
Casco Pd. .35E 10 6%, 9%, 9%, — 
This means more complete distributor inventories . . . Century Elec. '/, 9% 7 7s ry) | 
: : 3 a DuMont Lab. 1214 6l/, 12/4 12%, | ean? 
and quick, sure deliveries to service people of needed Herold Red. 7), ' a, ; 2 
replacement parts for RCA WHIRLPOOL appliances. It is lronrite .25T 10 b/s 6% ™m | +! 
anoth le of Whirlpool’s dedication t idi one cad bp : s le ee 
another example o irlpool’s dedication to providing National Presto 123% 105% 15% a. } — = 
the best possible service to servicemen. Nat. Un. Elec. (Eureka) 3% 2% 2% 2% | + % 
Proctor-Silex 91/, 65 7%, 8'/g | + % 
Fast delivery and highest quality parts... wouldn’t MIDWEST EXCHANGE | | 
you say that’s a pretty good combination? Next time, Eaanp-Meoareh — — sie | s% | _ 
rav-ler Radio - —_ 7 1 Oe 4 
order FsP! Webcor a =. i3i, cn | fh 


















A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock: during 1959, estimated cash value on ex- dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 
during first six months 1960. 





Factory Specification Parts for 


i“ ANALYSIS: The market leveled ing ones for 15 straight days, the 
Gd) oot | off this past week. The 52 key stock highest since 1952. The market’s 
HOME APPLIANCES | average dipped slightly to 29% in fine showing in recent weeks can 











line with the general feeling along be termed remarkable considering 

meet the toughest specifications in the industry Wall Street that stocks will remain the many discouraging news devel- 
constant until after Labor Day. The opments, both at home and abroad. 

| market was encouraged by an The EM Week chart reveals only 

Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan analysis of the recent and dramatic one new low this week. Total vol- 
upsurge which showed that ad- ume trading on both exchanges 





Use of trademarks fg ond RCA authorized by trademark owner Radio Corporation of Americo 


vancing issues outnumbered declin- noticeably up last week. 
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SELL THE ONLY WASHER WITH THESE 


Bib 
DIFFERENGES 


WESTINGHOUSE LAUNDROMAT’ 


AUTOMATIC WASHER 





More washing DOWE€F for cleaner clothes! Exclu- 
sive washing action lifts, dips, tumbles and plunges the clothes 
50 times a minute in hot, sudsy water. Then gives them 
two deep rinses in clear, fresh water. 


Saves , on dete rgent! Uses less water and bleach, too! 
Detergent manufacturers say it right on the box . . . “Use 
only one-half as much.”’ And Westinghouse Washing Action 
saves up to 10 gallons of water per load, while requiring far 
less bleach. 























Exclusive weighing door helps save even more de- 

tergent, water, and bleach on less than full loads. All the 

homemaker does is place clothes on door . . . size of load is 

shown on Suds ’N’ Water Saver Indicator. No need to guess 
. no waste of water or detergent. 





Only unbroken work surface onan automatic 
washer! The Laundromat loads from the front, not top. So 
top of washer is a permanent, solid work area. Only Westing- 
house gives the homemaker this extra, usable space .. . and 
does she appreciate it! 








Easiest to load and unload! Just toss clothes in. 


No need to spread around to avoid washer “‘shimmy.”’ To un- 
load is an easy swing from Laundromat to matching dryer. 





Easier front SErviCiING—The control panel lifts off without disturbing 


pushbuttons or knobs. Front panel is removable. Bottom panel also removes to 
permit front servicing of pump. 


No costly breakdowns to irritate customers. Laundromat uses belt 


and pulley mechanism; no chance of $75-$90 transmission repairs as in belt and 
gear systems used by most other automatics. 











Only the Laundromat is easy to sell...economical to service! And only Westinghouse makes it! 
Major Appliance Division, Westinghouse Electric Corporation. You can be sure...if it’s Westinghouse. 


(w) Westinghouse 












ELECTRICAL 


STILL THE ONLY IMPORTANT 
SALES DIFFERENCE 


IN DRYERS! 











OTHER DRYERS po tus: 


Heat concentrated in one “hot spot” makes clothes feel 
harsh, bakes in wrinkles, makes ironing difficult. Over- 
drying is common because clothes come in contact with 
heat as high as 200°. 


SALES PROVED! The big difference in dryers is still Maytag’s 
exclusive drying principle. Famous “no hot spot” drying sets Maytag 
Halo of Heat Dryers apart from the herd. 

Maytag’s exclusive “no hot spots” principle makes good sense to 
your customer. So will these other important Maytag features: Air 
inside is changed every other second, filtered free of dust and dirt. 
There’s a safety door plus an automatic sprinkler. And the cabinet is 
made of zinc-coated steel to protect against rust. 


Modern fabrics? Removing wrinkles from Wash ’n Wear is a Maytag 











(| MAYTAG HALO OF HEAT DRYERS 
HAVE NO HOT SPOTS 


MAYTAG DRYER DOES THIS! No hot spots! A gentle cir- 


cle of heat surrounds clothes . . . fast-dries full load in 
26 to 35 minutes at a safe, low 135°. Clothes dry fluffy 
with fewer wrinkles. 





Dryer specialty. And most important, when you sell a Maytag Dryer, 
you're selling dependability. 

Maytag — the only complete line of dryers from one source — 
a fact that lets you sell her exactly what she wants without carrying 
a flock of brands: 

ELECTRIC or GAS + NO-VENT or VENT ¢ COLORS or WHITE 
Most important, there’s a model for every budget. 

Write, wire or phone your Maytag Regional Manager or Distributor. 
The Maytag Company, Newton, Iowa 


MAYTAG alot Hest DRYERS 
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